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Vote NRLDA Expansion 


Based on Experts Study 


In the ‘‘Cresap Report,’’ management consultants told the National Retail Lum- 
ber Dealers Association that it should provide more dealer services, step up 
efficiency, stop bickering between regional and national levels. 


The NRLDA board of directors have approved the recommendations in part 
and set up an expansion program. Digest of the report starts on page 46. 


A.L. PICTORIAL 


Microfilm: 
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Prize-Winning Yard Manager Gives You 
GRAND TOUR OF NRLDA 
EXPOSITION 


See page 50 


« 
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Jobbers Told: ‘‘You’ll Need New Lines to Save Your Business’’ See page 23 





THE MICROSCOPE 
PROVES THE DIFFERENCE 


New CHEM-FI manufacturing process preserves the fiber strength 
of natural wood ... makes Barrett board stronger, more uniform. 


BARRETT INSULATING BOARD (magnified 20 times) 


This microphotograph shows the long, interlocking wood fibers 
that reinforce Barrett Insulating Board... give it superior 
strength, uniformity and uniform thermal resistance. Barrett's 
CHEM-FI process separates the wood fibers by chemical means, 
retaining the strength of the natural wood from which it’s made. 


PROCESS B (magnified 20 times) 


Notice that insulating board made by Process “B’’ has little 
uniformity in its fiber lengths. Some fibers are long, others are 
powder-like, providing no reinforcement. For a given board 
density (and thus a given K factor), Barrett’s CHEM-FI manu- 
facturing process produces insulating board of maximum strength. 


PROCESS C magnified 20 times) 


PROCESS D (magnified 20 times) 


Insulating board made by these processes show same preponderance of short fibers. Barrett Insulating Board using the CHEM-FI 
process, is made with longer, more uniform fibers, which have a reinforcing effect and substantially improve strength, 


Building supply dealers—these microphotographs carry an important message for you 


Compare Barrett Insulating Board, made by the 
CHEM-FI process, with those made by three 
other processes in microphotographs above. Here’s 
conclusive proof of the greater strength and uni- 
formity of Barrett Insulating Board products. 

Roof Insulating Building 
Board + Insulating Utility Board + Insulating 
Sheathing + Insulating Plank + Ceiling Tile 
RIGIDWALL Sheathing « Insulating Shingle Backer 
All of these benefit from Barrett’s 


Insulation Board + 


products 


CHEM-FI manufacturing process. Tile, board and 
plank are tough and solid, easy for the week-end 
decorator to handle. Builders find the insulating 
sheathing and roof insulation far stronger, result- 
ing in less damage in transit and on the job. 

The CHEM-FI process brings the biggest improve- 
ment to insulating board since its introduction. 
Let your Barrett representative acquaint you with 
the complete line. Or write directly to us for full 
information. 
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BARRETT DIVISION 


40 Rector St., New York 6, N. Y. 





Cartoon ads on 
sports pages sell 


Sterling Halite... 


the ice melter that saves your customers 





Sports pages in local papers get excep- 
tionally high readership—and most people 
love cartoons! That’s why we’re using car- 
toons on sports pages to tell the Halite 
story, to show how Halite helps remove 
dangerous snow and ice fast. All winter 
long, cartoon ads will remind your cus- 
tomers about Halite. This will pay off in 
greater demand for Halite, greater winter 
profits for you. Because your customers will 
be pre-sold on Halite by local cartoon ad- 
vertising—you should order Halite now for 
immediate delivery. It comes in 10-lb. bags 
(6 to a bale), 25-lb. bags* and 100-Ib. bags. 
Call your wholesaler or warehouse today / 


P.S. This winter, use Halite yourself to 
keep sidewalks and driveways clear and 
safe! It’s good for business . . . and Halite 
is its own best salesman. 


*25-Ib. bag of Sterling 
100-1b, Halite now comes with 
carry! t ; : convenient, sturdy 
ates vying handle! aa j anne carrying handle. It’s 

iiss Sd cou a popular size! 


weet! 


7 
ERNATIONAL SAE 


INTERNATIONAL SALT COMPANY, INC., SCRANTON, PA. 
Sales Offices: Mel/rs MORE /ce 


Atlanta, Ga. Chicago, Ill. Memphis, Tenn. Philadelphia, Pa. ‘4 STER / 
Baltimore, Md. Cincinnati, O. Newark, N. J. Pittsburgh, Pa. i 
Boston, Mass. Cleveland, O. New Orleans, La. Richmond, Va. 
Buffalo, N. ¥. - - Detroit, Mich, New York, N. Y. St. Louis, Mo. 


STERLING HALITE is quicker and it saves your ticker! 
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CONOLITE’S 


Big, national advertising program 
pre-sells your customers for more profits! 


A huge audience of Do-It-Yourself homeowners 
across the nation know about Conolite from dra- 
matic full-color advertising in American Home, 
striking two-color ads in House Beautiful, Living 
for Young Homemakers and Sunset. Permanent 
Conolite beauty and protection as well as economy 
‘ and ease of application help pre-sell this comes-in- 


P a-roll plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonder- 
ful new Roll-a-mart. Conolite in rolls . . . easy to 
apply, now easier to sell. Stock Conolite now, in 


time for your share of big sales! 


 conmnentat (C can company 


r CONOLITE DIVISION 
WILMINGTON, DELAWARE 


we 
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FEATURES 


Expansion of NRLDA is Approved 
Here are first details of the ‘‘Cresap Report,"’ in which a 
leading management consultant firm tells what's wrong 
with the National Retail Lumber Dealers Association. 
Action taken on the report by NRLDA also listed. 


Grand Tour of Fifth Annual NRLDA Exposition 50 
Pictures show what a prize-winning yard manager and 
his wife saw and did at the national Exposition—a week- 
end of education, fun and adventure. 


NRLDA Clinics Which Pulled the Crowds 
Guilty or Not Guilty? Trial of Management and Employes 
Making Buyers Out of Farmers 
What's Cooking in Kitchens 
Home Improvement Sales ‘‘Know-How”’ 
Material Handling Pointers 
Lu-Re-Co Components Draw Crowds 
Merchandising and Sales Huddles 


Dealers See Many New Products 
Manufacturers use NRLDA Exposition to introduce 1959 
lines. Here are some of them as seen by visiting dealers. 


100 Most Profitable Ideas 
These are the policies which have been successful for 
dealers, as told at Art Hood's management workshops. 
First in a new series. 





What’s Coming 


The outlook for 1959 will 
be told in your December 22 
A.L., plus more '59 products. 
Also, details of a successful 
line-yard Title | sales con- 
ADVERTISING INDEX page 82 test; pictures of an ‘“‘All- 
Lumber” house. 


NEW PRODUCTS page 76 


CLASSIFIED ADS page 81 
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IN THE NEWS... 


HOUSE FOR WOOD PROMOTION—The 
full-scale ‘house of wood" above is 
being built in an advertising studio in 
New York. It will provide background 
for photos demonstratng that wood gives 
a house “‘livability unlimited."’ Ads using 
the photos will be in national magazines 
this winter and spring; part of National 
Lumber Manufacturers wood promotion 
program. 




















WOOD CURLS AND PLASTIC—New 
“Tropiglass’’ curtain wall is made of 
two flat polyester-glass sheets laminated 
to a core of mahogany wood curls. What 
looks like a grouping of pictures are ac- 
tually integral parts of the panels. The 
sandwich panels are being marketed by 
Naugatuck Chemical Div., United States 
Rubber Co. 


DECORATOR INLAID TILE is said to bring 
high-style sales to plastic tile, avoiding 
price-cutting. Makers of Miraplas deco- 
rator tile above compare their Fleur de 
Aig;design with plain field tile. 


> 
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CRIB COURTESY OF LULLABYE 


A pocket full of profit... 
NEW! HAR-VEY Pocket Door Frame Pak Fits All Door Sizes 


Just what the builder wants . .. Har-Vey’s Handi-Frame 
is fashioned to satisfy the most discriminating buyer. 
Besides fast, easy one-man installation your customer is 
assured of perfect door control for a lifetime because 
famous Har-Vey Sliding Door Hardware is a part of 
every Har-Vey Handi-Frame. Remember Har-Vey lets 
people feel the difference in a quality home. 


Har-Vey Handi-Frame cuts your inventory, handling 
and sales cost... it comes complete, including tele- 
scoping header and track assembly, door pulls and 
rigid split jambs and studs in one easy to handle Handi- 
Pak. One Handi-Frame fits all sizes of doors from 2 to 
3 feet wide and 6 to 6 feet 8 inches high. Har-Vey 
helps you build better, more satisfied customers. 


your customers want fast ONE-MAN installations like this... 


CUT TELESCOPING NAIL HEADER TO JAMB CUT NAILING STRIPS ERECT SPLIT JAMBS ATTACH HARDWARE 


HEADER TO SIZE 


write for Bulletin H-16 


AMERICAN SCREEN PRODUCTS COMPANY 
General Offices: 61 E. NORTH AVENUE 
NORTH LAKE, ILLINOIS 
©1958 by American Screen Products Compony 
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AND STUDS AND HANG DOOR 





World's largest 
manufacturer of 
window screens 


HARDWARE 
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PERSONAL VIEWPOINT 





No Room for Bickering 


If an event or trend is of personal importance to their readers, 
a good reporter and a forthright editor will spare no effort in 
rushing the facts into print. 

This has special significance in the trade press because 
knowledge of industry developments can directly affect the busi- 
ness pocketbooks of its readers. 

In this issue, the digest of the Cresap, McCormick and Paget 
management report on the National Retail Lumber Dealers As- 
sociation adds another editorial “first” for American Lumberman. 

The $30,000 Cresap report was prepared for the NRLDA by 
one of the nation’s foremost management consultants. It points 
out the major problems of your association and recommends 
solutions. The digest of the report on page 46 is the first and 
exclusive coverage of the Cresap report to the industry at large. 
It was presented to the NRLDA board of directors for action 
only two weeks ago. 

By airing this important report in these pages, the entire in- 
dustry can help solve the problems of its associations for mutual 
progress. 

Any institution as public as a dealer association can never 
serve its members best by withholding criticisms or suggestions. 
To paraphrase the creed of Newsweek: “‘Well-informed Dealers 
are the Retail Lumber Industry’s Greatest Security.” 


* * * 


It was nearly 10 years ago that Art Hood, now editorial 
chairman of American Lumberman, outlined the need to define 
the conflicting functions of the national association and the 
functions of its federated regional associations. Also, through 
the years he has fought relentlessly for the industry to give 
needed finances and facilities to the NRLDA for dealer manage- 
ment services and strong employe training programs. 

The Cresap, McCormick and Paget report firmly echoes his 
beliefs. 

It is encouraging to see the immediate indorsement of some 
proposals at the NRLDA meeting after a healthy discussion 
of reasonable length. Just ahead are three bits of unfinished 
business not detailed by the report: the exact functions of 
NRLDA as opposed to state and regional associations must be 
defined; a fair plan of financing for both NRLDA and affiliated 
associations should be developed; every effort must be made 
for recruiting a highly qualified administrative assistant. His 
role will be vital in the new program. 

In the competitive era ahead, there is no room for petty 
bickering. The job at hand is to bring forth strong dealer as- 
sociations, at both national and regional levels. Leadership on 
the part of individual dealers can get the job done. 

You are urged to study the digest of the consultants’ report 
in this issue. And we urge you to support each and every measure 
that will make our associations financially ible to serve you 
better. 

As your associations become stronger und more efficient, 
your own business will become stronger, too. 

You and your fellow dealers will need every bit of strength 
and assistance possible to lick new competition and halt the 
erosion of retail profits, which has plagued this industry in re- 
cent years. 

Gordon J. Lawler 
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CONVENTIONAL Models 400, 500, TANDEM Models T700, T800, C. 
600, 700, 800, 900 —G.V.W.’s to T900 —G.V.W.’s to 49,000 Ibs. ; G.V.W.’s to 25,000 Ibs. ; 
30,000 Ibs.; G.C.W.’s to 65,000 Ibs. G.C.W.’s to 65,000 Ibs. G.C.W.’s to 50,000 Ibs. 


0.E. Models C500, C600, C700 — 
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4-WHEEL-DRIVE Models W100, 
W200, W300, W300M, W500 — 
G.V.W.’s to 20,000 Ibs. 
































FORWARD-CONTROL 
Models P300 and P400 
G.V.W.’s to 15,000 Ibs. 
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CHANGES... 
WHERE THEY COUNT! 


New performance! 
New comfort! 


Look into the cab—look into the chassis! Wher- 
ever you look in the new 1959 Dodge trucks, you'll 
find changes that mean something. New conven- 
ience, for instance, in suspended brake and clutch 
pedals, and hydraulically operated clutch. New 
heavy-duty electrical system. Greater depend- 
ability. Increased G.V.W.’s on tandems. Concealed 
running boards on medium-tonnage models. 


You'll find new cab comfort, too, and better 
heaters. Plus new instrument panels designed 
especially for medium- and high-tonnage 
requirements. 


Ask your dealer about all the new Power Giant 
advancements. And about the new network of 
Dodge Truck Centers that let him give quick 
delivery of any Dodge truck to meet your exact 
needs. Plus hurry-up parts service. See him soon! 
* * * 

Striking new Dodge low-tonnage models! 
This spirited new Sweptline Pick-up leads a com- 
plete line of new 1959 Dodge low-tonnage trucks. 
Advanced models for every need, from 5,100 to 
10,000 Ibs. maximum G.V.W. 
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IT’S REAL SMART 
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POWER GIANTS 
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and FIELD-TEST @e@@ 


R-V-LITE WINDOW MATERIALS 
AND PROTECTIVE MATERIALS 
ARE MADE TO LAST! 


Field tests and “torture tests” by disinterested laboratories prove that Cel-O-Glass* and R-V-Lite* 
window and protective materials are scientifically designed to be tougher, lasting! Cel-O-Glass, 
for instance, is manufactured with more plastic per square yard than any similar product . . . thus 
giving it longer life and greater resistance. R-V-Tex*, the a// new Fiberglas-reinforced R-V-Lite 
product, has been proven three times as strong as ordinary polyethylene sheeting. 





For the ultimate in customer satisfaction, promote and sell R-V-Lite window and protective 
materials. Made and sold exclusively by Arvey Corporation through superior hardware jobbers. 


aN RV E sf ne ‘e) R ad ‘e) R AT | ‘e) N R-V-LITE DIVISION 3500 No. Kimball Ave., Chicago 18, Illinois 


Since 1905 ’ 


“RV -Lite” and “R-V-Tex” are trademarks of Arvey Corporation, Chicago. Copyright 1958, by Arvey Corporation. 
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American Lumberman, December 8, 1958 


FIRST DETAILS OF A GIANT HOME BUILDING promotion campaign were tipped-off 
to the press by Melvin H. Baker, chairman of the board, National 
Gypsum Co., at the NRLDA Exposition. With little publicity a 
series of meetings have been held with NAHB officials, mortgage 
bankers and key manufacturers to clear the tracks for a multi-million 
program to merchandise to the public the benefits of home ownership. 


















Essentially the program will be an industry-wide umbrella which will 

sell for the first time the family and emotional values of owning 

a home. It would supplement the advertising efforts of manufacturers 

and retailers. National advertising is planned and one indication 

of the possible budget was reference by Baker to the promotion kitty 

of the gas industry which recently raised $5 million to sell wider 

use of gas for cooking and heating in the home. The group also would 
provide a united front to Congress in January for new housing legislation 
and a revamped FHA of permanent nature. 



















JOBS FOR CARPENTERS were predicted last month by W. F. Patterson, U. S. 
Dept. of Labor, when he spoke before the annual convention of the 
Carpenters and Joiners. Patterson predicted 20,000 job openings 
annually in the next eight years. 





















Registered apprentices now total 24,458 with 17 states showing an 
increase in apprentices over a year ago. The apprentice to journey- 
man ratio is still dangerously low, 1 to 23. 













A strong plea for advance notice on proposed mechanization and use 
of components was made by Patterson. He said training plans for 

carpenters must reckon with trends, such as increased use of plastics 
and adhesives. (See other newsletter for industry's worries on labor. 






















FIR PLYWOODS BEST YEAR since 1955 is winding up with cuts in production 
of 20% to 25% in an effort to halt further declines in prices. 
Last year, in the final six weeks, there was a 32% reduction, but 
mills had been running for months at 85% of capacity. This year 
production has been generally near 100% capacity. 







Order files are slim, 7 to 10 days at many mills, indicating a 
possibility of further drop from the present $76. 












STABLE CEMENT PRICES for 1959 have been pledged by more producers. Marquette 
made the first announcement and this has been followed by Medusa (York 
plant), Universal Atlas (Pittsburgh plant), Ideal Cement (Denver), 
General Portland Cement (Chicago) and others. 






Many plants still are studying the new price plan and announcements 
are expected shortly. Hot competition is expected to encourage further 
stabilization throughout the country. 










WOOD AND STEEL KITCHEN CABINET manufacturers met recently for joint action 
aimed at a new system of coding on openings for built-in ovens and 
surface units. 





Some manufacturers of cabinets now have over 900 spec sheets on 
built-in appliances usually tied to odd model numbers. New 
idea is to use a keying system on the appliances, which give 
exact cutout dimensions without recourse to spec sheets. Appliance 
people, also in on the meeting, agreed the idea was practical. 
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A Genial Westerner Heads NRLDA 


A dealer whose yard 
has been nationally fa- 
mous for aggressive mer- 
chandising of home im- 
provements as well as 
component fabrica- 
tion heads up the National 
Retail Lumber Dealers 
Association for the com- 
ing year. 

H. W. Blackstock of 
Seattle was officially ele- 
vated to the presidency of 
the NRLDA by the board 
of directors in Chicago, 
November 21. 

The Blackstock Lumber 
Co. was a pioneer member of Operation Home Improve- 
ment and the Home Improvement Council. More re- 
cently, his company secured “Manufacturer License No. 3” 
from the Lumber Dealers Research Council. Blackstock’s 
successful sales of Lu-Re-Co yard-made components was 
shown in American Lumberman’s November 24th issue. 

Both the elder Blackstock and his son, Bob, firmly be- 
lieve that the lumber dealer must control the sale of 
building materials through sales of packages, rather than 
pieces. This is especially important in the face of new 
competition and mal-distribution, he said. 

Blackstock has been in the retail lumber industry for 39 
years. He was first employed in 1917 with the Leigh Lum- 
ber Co., which two years later became the Blackstock 
Lumber Co., originally organized as a partnership with his 
brother, Carl. 

Blackstock has served as director, chairman of the ex- 
ecutive board and president of the Western Retail Lumber 
Association and as NRLDA director for that group, 

He was NRLDA treasurer in 1956, second vice-presi- 
dent in 1957, first vice-president in 1958. He currently 
serves as a member of the NRLDA executive committee 
and the committee on industry relations. 

The Seattle executive is a former president of West 
Seattle Chamber of Commerce and: is vice-president of a 
Seattle banking institution. 


H. W. Blackstock 


Counselor for Louisiana Dealers 


Don L. Moore served 
lumber retailers for 12 
years as editor and man- 
ager of Southern Building 
Supplies magazine. Last 
month he traded his edi- 
torial eyeshade for an as- 
sociation gavel. 

Moore is now field sec- 
retary of the Louisiana 
Building Material Dealers 
Assocation, assisting vet- 
eran R. Ned Ball. 

Among his other duties, 
Don will help stage the 
annual Louisiana conven- 


Don L. Moore 


tion at the Jung hotel, 


New Orleans. He will bring knowledge of conventions 
gained as a reporter and editor as well as*a frequent 
speaker and panel moderator at dealer affairs. 

Moore is a graduate of the University of Georgia and 
the Y.M.C.A. Graduate School. He is past-president of the 
Atlanta Junior Chamber of Commerce and the Atlanta 
Council of Camp Fire Girls, Inc. and former member of 
the Supreme Nine of the International Concatanated Order 
of Hoo-Hoo. He helped organize Hoo-Hoo clubs in Sa- 
vannah, Columbia, Greenville, Charlotte, Norfolk, Bir- 
mingham and Montgomery. 


New President for Fiddes-Moore 


A veteran executive of 
22 years service with the 
Evans Products Co. is 
now No. | man for Fid- 
des-Moore and Co., a 
wholly-owned subsidiary. 

In moving up from a 
vice-president’s chair in 
the parent company to 
president of Fiddes- 

Moore, William J. Ritchie 

is bringing the Evans or- 

ganization closer together. 

He'll preside from the 

Evans’ offices in Ply- 

mouth, Mich., while Jack 

Fiddes and Emory Moore William J. Ritchie 
continue active management of the subsidiary. 

The rise of Evans Products in plywood has been spec- 
tacular. During the last 12 years, plywood sales increased 
roughly 400%. Plywood production went from 36 mil- 
lion feet to the present 172 million feet. The company now 
owns or controls about 2.2 billion board feet of Douglas 
fir timber. 

The Fiddes-Moore Co. was purchased last winter by 
Evans to strengthen the wood products distribution system 
and to acquire Plywall, the new decorative plywood panel. 
Ritchie’s appointment comes on the heels of expanded 
Plywall production and warehousing facilities of the 
Fiddes-Moore company. 


Plywood Promoter 


Russel H. Lutz Jr., 39, 
is the new sales promotion 
manager of the United 
States Plywood Corp. He 
succeeds Richard J. 
Brown, now vice-president 
of Pacesetter Homes Inc., 
Chicago. 

Lutz joined U.S. Ply- 
wood as an_ architects 
service representative. He 
was appointed Midwest 
Division sales promotion 
manager in 1956, now 
will promote from the 
corporation’s New York 


Russel H. Lutz, Jr. headquarters. 
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RELY ON 


Simpson 


REDWOOD 


compare 


THE INSULATION VALUE OF REDWOOD 


... One inch thickness of Simpson Kiln Dried Redwood 
gives insulation equal to 6.3 inch thickness of brick, 9.5 inch 
thickness of cement block or 15.0 inch thickness of con- 
crete! This exceptional insulation value is due to Redwood’s 
low density fibers and millions of air-filled cells. 


The low cost of Redwood offers your customers far more 
for their money when they use Simpson Certified Kiln Dried 
Redwood Siding. 


Simpson Redwood is easy to work, takes and holds paint 
or stains better, lasts longer. . . and its resistance to termites 
and decay is truly remarkable. Discover how economical 
Simpson Redwood fits your customer needs . . . contact 
your Lumber Distributor or write: 


SIMPSON REDWOOD COMPANY 
P.O. BOX 127, ARCATA, CALIFORNIA 


Regional Offices located in New York, Chicago, Cleveland, 
Kansas City, Dallas, Atlanta 
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A SATISFACTIO 


GUARANTEED 


deel TOOL 


Unmatched Power— Remington’s new Model 
149DL de luxe %4” drill delivers up to % horse- 
power. Elegant triple-tone styling—copper-plated 
gear case, black trim and trigger, polished alumi- 
num housing—permanently good-looking. Has 3- 
conductor cord with adapter. See it at your dealer’s 
. only $29.95.* 

REMINGTON GUARANTEES that unless you are 
satisfied in every way with the 149DL de luxe 4” 
drill you may return the tool within 60 days from 
date of purchase and get your money back. 
Remington Arms Company, Inc., 

Bridgeport 2, Conn.—famous for 
quality since 1816. 

*Specifications and price subject to change without notice. Price slightly 


higher in Canada. 
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Special promotion 
creates excitement 
for new 
Remington drill 


Millions of consumers are invited to try the 
new Remington Model 149DL de luxe 4” 
drill with the certainty of complete satisfac- 
tion or money back. Advertisements in Life, 
The Saturday Evening Post, Popular Mechanics 
and Popular Science assure them Remington 
is the name they can trust in power tools. With 
Remington, sound, well-planned promotions 
like this help you sell power tools. 
New Remington Model 149DL Drill 


Remington guarantees its new Model 149DL, be- 
cause no other !4"’ drill matches it for performance 
and styling. The new Model 149DL delivers more 
power per dollar—up to 4 horsepower. Its elegant 
triple-tone styling stars in any workshop. This 
sales-winning combination can be a brilliant new 
customer attraction for your store. 


You can profit with Remington 


This promotion backing up an exciting new tool is 
just one example of why Remington means power- 
tool business for you. The Remington program is a 
blueprint of opportunity, growth and profit. Write 
for full details and names of your local Remington 
wholesalers. 


Remington 


Remington Arms Company, Inc. 
Bridgeport 2, Connecticut 


1N CANADA: Remington Arms of Canada Limited 
36 Queen Elizabeth Bivd., Toronto, Ontario 
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AT LAST! FIGURE FACTS ON YOUR BUSINESS... DAILY! 


FREE! Phone your nearest Burroughs office now and ask 
for your copy of the booklet above: From Journalizing 
To Report Writing. Or write Burroughs Corporation, 
Burroughs Division, Detroit 32, Michigan. 





Take your cue from cost-conscious lumber and building 
supply dealers using the Burroughs accounting plan 
described in the above mentioned booklet. 


Heart of the plan is the Burroughs Sensimatic Account- 
ing Machine—world famous for its simple operation, 


high degree of automation and ability to wrap up any 
number of jobs. Fitted to your present needs yet easily 
expandable, the plan is a continuing source of the up-to- 
the-instant figure facts you must have to make respon- 
sible, profit-turning decisions. 


Think of it! Here’s the way to combine posting and 
journalizing in one operation. The way to race through 
the details on sales distribution, cash receipts, purchases, 
cash disbursements and payroll on one machine! 


And while you’re thinking of it, be sure to phone or send 
for your free copy of that booklet! 


Burroughs and Sensimatic—T M's 


22 Burroughs Corporation 
* “NEW DIMENSIONS / in electronics and data processing systems” 
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- For easier sales to 





























Cyclone Hardware Cloth, with the ex- American Welded Utility Fabric—ideal Cyclone Lawn Fence and Gates, in a 
clusive welded selvage, has many uses for poultry floors, bins, battery fronts, and variety of heights and styles, welded or 
for the homeowner, the farmer and the various other types of enclosures for woven construction, add protection and 
contractor. poultry and other small animals. beauty to home yards. 


100-Pound Cartons of American Nails 
are strong, sturdy, and can be exposed 
to weather right on the job. 


Cyclone Flower Bed Border, two types, American Galvanized Gates are made of heavy- 
identical in construction to Lawn Fence gauge fabric with sturdy, but lightweight, steel 
protects plants and shrubs from tram- tubing frames. In many styles and sizes, all types 
pling and other damage. complete with fittings. 






































American Barbed Wire, in 7 styles, has American Ranger Barbed Wire is a high- American Hex-Cel Poultry Netting, 
sharp, well-formed evenly spaced barbs. strength, low-cost wire. It is available in with its straight, true weave, is a profit- 
Extra-high quality for long life. two- and four-point barbed styles. able and popular item to handle. 
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homeowners and farmers 
fast sellers now! 


Large quantities of these well-known fence and 
hardware products are used in property improve- 
ment projects at this time of year. You can cash 
in on seasonal building and rebuilding by stocking 
—and displaying—adequate supplies of these fast- 
selling lines. They are famous brands; farmers and 
homeowners will look for them when they come 
to buy. 

For faster, easier sales—stock up on these prod- 
ucts today. Write the nearest American Steel & 
Wire sales office—or American Steel & Wire, 
Rockefeller Building, Cleveland 13, Ohio. 


USS, American, Cyclone, Ranger and Hex-Cel are trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 














American Nails and Tacks are made American Baler Wire is manufactured 
in hundreds of different styles, shapes, in styles to fit most all makes of automatic 
and sizes and in many different finishes balers. It is strong and tough, works 
for a great variety of fastening needs. smoothly and evenly. 
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YIKUCE UO MIO/PICS | 
y MAIL BOXES | 


CITY MAIL 


BOXES 


Choice of 5 gorgeous color combinations! 
Never rust, tarnish or need polishing. 





No. GB-500 Gold 

walt iss FREE engraved 
name plate 

eeccee available with 
every box! 





Here's a sales feature you can really talk 

about! As shown above, a blank name 

plate is attached to the face of each box. 

Inside the box is an order blank and an 

envelope. Your customer can get his name 

engraved Free on the name plate by send- 

ing the order blank and the plate to us in 

No. BB-502 Black the envelope provided. We'll engrave the 
Lid on Black Box plate and mail it back to your customer. 
No work involved for you, but we tell 

eovcececas- @eee your customer the plate is engraved 
through special arrangements with you. 


¢ 
No. BG-50] Black 


Lid on Gold Box 


eeeeeease - 


i : EXTRA-LARGE SIZE 

a “a F 13” wide, 8%" high, 6%” deep 
% caf ee MADE OF HEAVY GAUGE 
Z ¥ det ALUMINUM— 
Re \) SOLID CONSTRUCTION 


MAGAZINE HOLDERS AND 


\y No. AA-504 Ano- SCREWS FOR INSTALLING 
dized Aluminum INCLUDED 
Lid on Aluminum 
Box 


Yo" order 
BUILDERS For highest quelity ond DEALERS Order today! aa “i 
. - crs 
dependebillty elways specity M-D predvcls shipped promptly! All M-D prody 
nnd lb “lumber ond building +vP- sellers, notionelly advertised. 


ply dealers throughout the country 


No. GG-503 Gold 
Lid on Gold Box 





these are just two items in 

















SS 


TN ie) 742° Veer tien, 


eC. 





TG | KING SIZE © 


MAIL BOXES 


[co 


Here's the answer to your customers’ (Above) No. GB-700 Gold tid on 
demand for a big, roomy mail box. black box 


(Right) No. BB-702 Black lid on 





black box 
i KING 
i ri SIZE 
Hi ¥v 16%” wide 
} No. BG-701 Black lid on No. GG-703 Gold lid on No. AA-704 Anodized 8%" high 
' gold box gold box aluminum lid on 6%” deep 


aluminum box. 
SPCHCHOSHSSSSHSHSSHSSHSSHSHSHSSHSHSSHSSHSSHSSHSSHSHSSSSHSSHSSSHSHSHSSSHHHSHSSHESHHHH8ESEEG I 


| | md Rural 


MAIL BOXES 


Made of extra heavy gauge aluminum. 
Lifetime finish. Meets govt. specifications 
for No. 1 size. 3 anodized finishes. 



















ALBRAS 


Permanent 
ALBLACK — Per- ALBRIGHT — Per- Anodized 
manent Anodized manent Anodized Permanent natural brass color. 


black color. chrome bright. aluminum finish. 


MAIL BOX 
===! HOLDERS 


Here’s what every rural mail box 
needs. M-D Mail Box Holders fit all 
standard rural mail boxes. Sturdyl 
Rust-proof! Easily installed. 





Gio 


MACKLANBURG-DUNCAN CO. &= 


BOX 1197 +* OKLAHOMA CITY 1, OKLAHOMA 


these are just two items in 


Reynolds Do ‘It-Yourself 
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Aluminum that enable you 


to offer a complete selection of aluminum 


for the handy homeowner ! 


Storm Window Components 


Everything your customer needs to make full-length 
or two-piece storm windows: 6 ft. and 8 ft. aluminum 
frame sections complete with glazing channel, splicer 
for most economical cuts, corner locks that “‘snap in’’, 
and hanging hardware. Free, easy-to-follow assembly 
instructions for your customers’ guidance are furnish- 
ed to you by Reynolds at no charge. 





ae 


fil | f 
- j / | 
i] ‘ae ‘ %, 


MP 


by the 


Reynolds Wrap 


Watch Reynolds New TV Shows. . 
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makers of 


.“‘WALT DISNEY PRESENTS” and “ALL-STAR GOLF”... Every Week on ABC-TV 


Sliding Door Track Set 
Wherever the home craftsman plans sliding doors, 
there is a sale for this profit-maker. Glass, Masonite, 
plywood all fit—and glide—perfectly in the smooth, 
preformed ', or 4 inch channels available in 6 ft. 
lengths. There is also a special Sliding Door Track 
set for extra large doors. 


Other Reynolds Do-It-Yourself Aluminum 
Items include aluminum sheet in 7 patterns, screen 
components, tubing and tubing fittings, bar, angle, 
rod and 15 different types of aluminum fasteners. 

Take advantage of the big swing to aluminum, the 
modern miracle metal. It’s the choice today for home 
maintenance and improvement because lightweight 
aluminum is strong, rust-free, won’t rot or warp, 
never needs painting. No special tools are required. 
Reynolds backs you up with complete sales aids 
free Project Sheets, literature, timely rack display 
cards and other materials. 

For details, check your Reynolds Distributor or 
write: Reynolds Metals Company, 6601 West Broad 
Street, Richmond 18, Virginia. 
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Save Time... Money... 
Inventory Problems with 


Mixed Car 
Shipments 


@ Making full use of mixed cars shipped 
direct from our mills is another way Weyer- 
haeuser 4-Square Dealers gain extra benefits 
in maintaining balanced inventories. They 
find mixed cars the easy way to meet de- 
mands for lumber in a broad choice of items, 
grades, species and sizes . . . and still hold 
their inventories to a workable size. 

In a mixed car you can obtain a wide 
assortment of Weyerhaeuser 4-Square lum- 
ber and building products. Thus you keep 
your yard from becoming overstocked with 
slower moving items because you order only 
in quantities to meet current needs. 


LUMBER AND BUILDING PRODUCTS 


... Your guide to better profits 


Mixed car buying enables dealers to include 
plywood, paneling, stepping, finish and mold- 
ing, in desired quantities, and fill the car with 
such fast selling items as boards, dimension and 
siding. Inventories that are balanced to your 
local needs and capital requirements help you 
give better service and increase your turnover 
and profits. 

Mixed Car buying makes it possible for 
dealers to maintain a low level of inventory, 
reduce capital requirements, speed turnover, 
and replenish items with periodic regularity. 

The fact that a major portion of Weyer- 
haeuser 4-Square shipments move as mixed 
cars is substantial evidence that retail dealers 
find in this service another means of being in a 
good supply position. 

Your Weyerhaeuser 4-Square District Repre- 
sentative will be happy to explain to you all 
the advantages of mixed car buying , sera 
and to assist you in developing a a. 
practical program. a 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING © ST, PAUL 1, MINNESOTA 
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You ll Need New Products To Save 
Your Business, Jobbers Told 


Wholesalers eye specialty lines to augment poor-profit 


staples. 


Great interest in new products was 
revealed by wholesalers attending the 
mid-November Chicago convention of 
the National Building Material Dis- 
tributors Association. 

“Attendance was up 35% over a 
year ago,” said association general 
manager S. M. Van Kirk. 

“We feel this is the result of the as- 
sociation’s work in recent years. 
We've told wholesalers many times 
that if anyone has 20% of his vol- 
ume in a single product, trouble is 
ahead.” 

This was confirmed by wholesalers 
themselves. 

“In addition,” said wholesaler C. A. 
Haag, Springfield, Ill., “manufactur- 
ers are showing more interest in co- 
operating with jobbers in distributing 
new products. 

“Many = specialty manufacturers, 
such as aluminum prime window peo- 
ple who formerly sold direct, are now 
turning to wholesalers for solution to 
their distribution headache.” 

Saginaw, Mich. wholesaler H. M. 
Dooley, agreed: “We know now the 
wholesaler will always be in the pic- 
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“GOOD OLD DAYS” were not so good, said Charles Benson, 
right. ‘‘Dealers’ volumes are ten times today what they used 
to be when lumber was all they sold,"’ he said. Editors Gordon 
Lawler, American Lumberman, left, and Robert Vereen, Hard- 
ware Retailer, center, concurred. ‘Study merchandising in other 
industries,’ the editors urged. 





ture as long as he distributes the prod- 
ucts the public demands from retail 
lumber dealers.” 

But wholesalers’ lumber dealer cus- 
tomers want more specific help now, 
not merely talk about the future, job- 
bers told American Lumberman. 

“Our dealers tell us they want five 
definite things from us,” said E. P 
Reising, Evansville, Ind., jobber 
“They want better warehouse service 
They want faster adjustment of com- 
plaints. They want and need more 
sales helps from us—more wholesal- 
er-retailer sales educational meetings, 
more help with their direct mail. They 
want us to set up complete displays 
to which they can send customers.” 

Reising said these needs were told 
him by dealers in his trade area. 

“Wholesalers can learn many things 
of value by talking to their retailers,” 
added Robert Vereen, managing edi- 
tor of Hardware Retailer. “Every 
wholesaler ought to have his own ad- 
visory committee of retailers.” 

He added this would assist in de- 
veloping retailer respect in the whole- 
salers serving them 





at press time 


Mills, Manchester, N. H., treasurer. 








Many retailers don’t believe in the 
sincerity of the wholesalers,” Vereen 
said, suggesting the retailers in some 
cases may be right 

New products market. R. R. May- 
lone, wholesaler at Syracuse, N. Y.., 
reported his experiences with a prod- 
uct new to him and his dealer- 
customers—plastic wall tile. 

“There were about a dozen whole- 
salers handling this item when we took 
it on for our area. But 12 of the first 
15 lumber dealers sold had never be- 
fore handled the product.” 

‘“Let’s remember, too, that our suc- 
cess in distributing new products is 
making wholesaling more important,” 
added H. W. Sparks, Lumberyard 
Supply Co., St. Louis, Mo. 

Jobbers warned. Warnings of im- 
pending changes in building product 
distribution affecting jobbers were 
sounded by convention speakers 

Three recent distribution innova- 
tions have definite “direct buying” im- 
plications, said Gordon Lawler, edi- 
tor, American Lumberman. These, he 
said, include the super cash-and-carry 
lumberyard, retailer buying coops 
and retailer assembly of building com- 
ponents and prefabs. 

“The prefab project builder is 
somewhat like the grocery super- 
market,” added Charles Benson, sec- 
retary of the Ohio Association of Re- 
tail Lumber Dealers. “We're going 
to have to live with him whether we 
like it or not.” 

Unrealistic thinking. The lumber 
dealer customers of wholesalers are 
unrealistic in thinking they have a 
vested right to the retail distribution 


NBMDA OFFICERS, |. to r., M. Clay Black- 
stock, Seattle, vice-president; Don Knecht, 
Rapid City, S. D., president; and James L. 














of all 
trading 
Badeaux, 
ern Lumbermen’s 
neapolis 

“Manufacturers don’t think so,” he 
said. “We in the retail lumber indus- 
try must clean our own house. Manu- 
facturers tell us we must do a better 
job as retailers. We should quit try- 
ing to be jobbers, too.” 

Officers named. Elected president 
was Don Knecht, Building Materials 
Distributors, Rapid City, S. D. 

M. Clay Blackstock, Lumber Sup- 
ply & Warehouse Co., Seattle, was 
elected vice-president; James L. Wells, 
Amoskeag Building Products, Inc., 
Manchester, N. H., was named treas- 
urer. The association’s spring meet- 
ing will be held at Denver, Colo. 

The association urged asphalt roof- 
ing manufacturers to simplify their 
lines rather than add to currently ex- 
panding colors and shingle types. Re- 
cently revised asphalt roofing sales 
policies were applauded; manufactur- 
ers were urged to publish complete 
lists of their distributors. Misclassifi- 
cation of roofing jobbers was opposed 
and manufacturers commended who 
have defined the role of the jobber in 
asphalt roofing distribution. 


building products in their 
areas, according to W. H. 
secretary of the Northwest- 
Association, Min- 





Covers Nation’s Capitol 
For Lumber Dealers 


Washington is increasingly impor- 
tant as a source of housing and busi- 
ness news. To keep on top of these 
developments, American Lumberman 
has named Hugh L. Morris as its rep- 
resentative in the nation’s Capitol. 

Morris covered housing for Inter- 
national News Service for four years 
prior to the consolidation of the wire 
service with UP this year. He began 
newspaper work with the Montgom- 
ery Advertiser and Journal and 
worked in the Birmingham, Ala. and 
Harrisburg, Penna. bureaus of INS 
before coming to Washington. 

Morris has an office at 1120 Na- 
tional Press Building and can be 
reached by calling MEtropolitan 8- 
1957. 
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Expanded Housing Bill Will Get 
Fast Action by New Congress 


But it will be 1960 before any basic changes can be 
expected in a federal housing program. 


By Hugh L. Morris 
Washington Correspondent 


You can expect an omnibus hous- 
ing bill to be swiftly passed by the 
86th Congress in January. 

But contrary to much speculation, 
it will probably be a rather conven- 
tional piece of legislation, say sea- 
soned observers on the Washington 
scene. 

Although the bill will be more gen- 
erous than some exponents of private 
housing will like, the main aim in 
January will be to devise a bill which 
will assure prompt passage and 
approval. 

In fact, the 1959 bill will likely be 
an up-dated version of the ill-fated 
1958 omnibus bill which was ap- 
proved in the Senate but failed by a 
few votes in the House just before ad- 
journment in late August. 

Lyndon Johnson, Senate majority 
leader, said the Congress “should con- 
sider” extension and expansion of the 
GI home loan program, down pay- 
ments and maximum maturities. He 
also suggested extension of FHA in- 
surance and home improvement pro- 
grams, increase in FHA maximum 
mortgage amount, a workable trade-in 
program and special housing programs. 

These are mostly extensions or ex- 
pansions of present programs. Any 
radical or basic changes in govern- 
ment housing aid will probably wait 
until 1960. 

Special programs, FHA money. 
More funds for urban renewal and 
college housing will get the green 
light. President Eisenhower is said to 
be ready to ask Congress for quick 
action on these points and on more 
mortgage insurance authority for 
FHA. 

Fannie’s fate. Sen. Lyndon John- 
son said the Congress will judge for 
itself whether to give Fannie Mae 
more money to buy GI and FHA 
mortgages at par. 

Congressional action of FNMA 
programs will depend, in large part, 
on how the general economy is faring 
by January or February. If things are 
not looking up, the inclination will be 
to feed more housing money into the 
economy. 

FHA view. Commissioner Norman 
P. Mason said the FHA housing pro- 
posals will be “the same kind as last 
year.” 

FHA’s request for new insurance 
authority will be “considerably in ex- 
cess” of the four billion dollars asked 
this year. But Mason said the amount 
may depend on how well the current 
“agreements to insure” work out. 
(See A. L., Nov. 24, p. 13). 


The commissioner said FHA cur- 
rently is “working within the turnover 
that comes to us” in insurance author- 
ity. This amounts to 300 to 400 mil- 
lion dollars a month in maturing 
mortgages and whatever can be re- 
claimed of nearly two billion dollars 
in Outstanding, unused commitments. 

VA rate. Philip Brownstein, VA 
loan guaranty director, said a will 
ask for an increase in the 4% in- 
terest rate ceiling imposed by Con- 
gress. 

There was an immediate kick-back 
from Rep. Olin Teague (D), Texas, 
chairman of the House veterans af- 
fairs committee. He said the VA is 
“not going to get an increase in inter- 
est through me.” 

Teague said the program will be 
continued “if we have to appropriate 
more money for direct loans or dip 
into the veterafis ‘insurance reserve.” 
The reserve fund now has about six 
billion dollars. 

Sen. Sparkman (D), Ala., also is 
opposed to any increase in VA rate 
and reportedly is considering an an- 
nual direct loan fund of 300 million 
dollars—double the yearly amount 
now available. 

For what it’s worth, there will be 
no trouble in killing the provision that 
the VA interest rate always be one- 
half of one percent below the effec- 
tive FHA rate. 

Mason maintains that discounts are 
inevitable and said that there are no 
plans to raise the FHA rate. 

Hearings on new plans. Any new 
or more liberal housing programs will 
be shaped from papers to be given by 
nearly 40 experts at the request of 
Sen. Sparkman, chairman of the Sen- 
ate housing subcommittee. 

These plans and opinions are to be 
made on the need for new facilities 
and changes in present government 
programs to meet the expected rise in 
housing demand in the 1960s. 

After hearings in 1959, the big new 
housing programs will come up for 
action in 1960—the year the Demo- 
crats will want to show a good record 
for the benefit of voters in the Pres- 
idential election. 
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RING AND 
SCREW SHANK NAILS 


CF«I Ring and Screw Shank Nails are available in 
sizes, types and finishes to meet all your customers’ 
needs. Fill every order promptly and with confi- 
dence—stock CF&I Ring and Screw Shank Nails. 


HIS BRAND IS 
OUR PROTECTION 
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CF«I Ring and Screw Shank Nails are sup- 
plied in handy 5-, 25-, 50-, and 100-pound 
cartons for your ordering convenience. 


THE COLORADO FUEL AND IRON CORPORATION 


Denver - Oakland 


Albuquerque. + Amarillo - Billings - Boise - Butte - Denver + El Paso » Ft. Worth - Houston + Kansas City » Lincoln (Neb.) + Los Angeles 
Oakland +» Oklahoma City + Phoenix - Portland - Pueblo + Salt Lake City - San Francisco » San Leandro + Seattle » Spokane + Wichita 
CANADIAN REPRESENTATIVES AT: Calgary ~- Edmonton - Vancouver - Winnipeg $816 


December 8, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 13 on Coupon, page 82 





Foreign Plywoods Are Here to Stay, 
So Let's Sell 'Em, Says Jobber 


M. C. Davidson also tells hardwood manufacturers that 
they could fabricate components such as room dividers. 


“As a jobber I feel that there is a 
place for foreign plywoods,” says 
M. C. Davidson, president of a chain 
of distributors’ warehouses in Texas, 
Louisiana and Mississippi. 

“But I do feel that quotas are needed 
en foreign plywoods moving into this 
Ajntry. Foreign countries or manu- 
M:urers should continue to set their 
yr quotas voluntarily as they are now 
sing. 

“Manufacturers should encourage 
the jobber to handle foreign plywoods 
and not criticize him for doing so. He 
must handle foreign plywoods in order 
to keep them in the proper channels 
of distribution. Otherwise there would 
be a complete market breakdown which 
would prove detrimental to both of us. 

“Footage in both domestic and 
foreign plywood is increasing. At one 
time we used to sell one wall of ply- 
wood; now we often sell as much as 
three complete rooms, each of a dif- 
ferent specie. This wedge has opened 
the door, so to speak, and hardware 
plywood in the home has become a 
‘must’ for homeowners. 

“Prefinished plywood which I don’t 
think compares in quality to the do- 
mestic product, is coming into the 
market. However, with the low cost 
of foreign plywood it might open the 
door to greater markets for prefinished 
plywoods and make the public con- 
scious of them.” 

Davidson spoke before the annual 
meeting of the Hardwood Plywood 
Institute in New Orleans. He is a 
past president of the National Plywood 
Distributors Association and the South- 
ern Sash & Door Jobbers Association. 

New products. Davidson told the 
producers that the jobber is waiting 
with open arms for the hardwood ply- 
wood manufacturers to show him the 
way to merchandise with new products. 

“Some of the softwood plywood 
manufacturers have done a wonderful 
job of introducing specialties,” he 
said. “In many instances these special- 
ties have been sold for uses where 
hardwood plywood would have served 
as well or better. 

“Some of you producers have added 
lines of mould and trim to match. 
But there should be a greater variety 
of products created from your plants. 
Possibly factory fabricated built-in 
items such as room dividers, all in a 
harmony line of the same species or 
with the same prefinishes. These prod- 
ucts can use your fall-downs and re- 
jects. Many of you are experimenting 
with creating block flooring from ply- 
wood; this is a wonderful idea and is 
a product for the jobber.” 

Photographic finishes. Progress has 


26 


been made with photographic finishes 
on plywood, Davidson said. 

“Although the base of this plywood 
has been imported plywood, there is 
no reason why the same process can- 
not be used domestically. As the mar- 
ket is created, the desire for something 
finer becomes apparent. Those photo- 
graphic finishes bring in a_ certain 
amount of color.” 

Mal-distribution. Davidson said that 
the plywood industry enjoyed its 
greatest period of stability and sound 
growth when practically all plywood 
moved through jobber channels. 

“There is ample evidence that the 
industry’s lowest points have come 
when distribution strayed away from 
jobber channels,” he said. 

“Mal-distribution is equally at 
fault with over-production in causing 
market instability. By mal-distribution 
I mean those practices that by-pass 
the jobber,” he explained. 

“The jobber’s warehouse acts as a 
buffer whenever over-production oc- 
curs and helps bring stability to a mar- 
ket. Why by-pass the jobber, since 
he can help you in maintaining a 
stable and profitable market?” David- 
son asked the manufacturers. 

The jobber executive also urged the 
Hardwood Plywood Institute to de- 
velop a_ sales training course in 
hardwood plywood. 

“The Institute could also be help- 
ful if it could develop a sample kit 
that could be carried by the jobber 
salesman,” Davidson said. “This kit 
would contain a number of species of 
hardwood plywood together with the 
ways the hardwood plywood could be 
finished. The jobber should pay a 
proportionate share of the cost of 
these kits. Colored printed sheets for 
jobber catalogs should also be avail- 
able.” 





Obituaries 


Hoo-Hoo Brother and Past 
Snark of the Universe Frank- 
lin A. Hofheins, 32687, Rameses 
36, died after a six-month illness 
in Eggertsville. N. Y. He had 
been initiated into Hoo-Hoo Jan. 
17, 1923, in Minneapolis at a 
Concat presided over by Hoo- 
Hoo Immortal Ted Jones. At 
the time of his death, Brother 
Hofheins was president and di- 
rector of several plywood firms. 

John R. “Dick” Palmer, 33, 
died recently in Dallas, Texas. 
Well-known in the industry, he 
became vice-president and gen- 
eral manager in 1953 of Rounds 
& Palmer Co. of Dallas and 
Fort Worth, where he remained 
until he entered the commission 
business last year. His father, 
W. O. Palmer, president, An- 
trim Lumber Co., Wichita, 
Kans., executive vice-president, 
Rounds & Porter Lumber Co., 
and vice-president, Rounds & 
Palmer Co., survives him. 











Cash-Carry on Move 


The Franchi Lumber & Supply Co., 
Akron, Ohio, has been purchased by 
the Cashway Lumber Co. of that city. 
It will be converted to the cash-and- 
carry system. 

Alex Cooper, manager of the new 
Cashway outlet, said that the purchase 
is the first in a planned chain of 
Cashway yards. 

The Cashway company was formed 
two years ago in Akron on the heels 
of success registered by the Wickes 
Lumber Co. branch in nearby New 
Milford. 


Aluminum Research 


The Aluminum Co. of America ex- 
pects to spend more than $30 mil- 
lion for a new campus-type general 
tesearch and development center 
slated for a 2,000 acre site just out- 
side Pittsburgh. 





Wood Grain Images for 
Prefinished Plywood 

A_ photographic process transfers 
wood grain patterns directly on the 
plywood panels pictured at left. 

Called Varied-Grain Plywall, the 
producer says that the process enables 
dealers to sell wood grain finishes at 
about half the usual cost. The panels 
are wood, not paper or plastic laminate. 

Contrasting patterns are custom- 
matched, giving an impression of nine 
individual planks. Panel sizes are 
%4"x4', 7’, 8’ and 10’ high. 

Catalog of the line is available 
from Plywall Products Co., Dept. AL, 
PO Box 625, Fort Wayne, Ind. 
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Why builders insist on 


Grade-Marked Southern Pine for their own homes 




















David Fox and Ike Jacobs of Fox & Jacobs Construction Co., have won no The 
less than six national awards for “Flair For Living’ communities in Dallas. 
For the all-important wood skeleton that holds a house together, they use Grade- 
Marked Southern Pine. Why? They say: “When buying Southern Pine, we 
look for the SPIB symbol that tells us it meets the high standards of the 
Southern Pine Inspection Bureau for dryness. Dry Southern Pine is the strongest 
structural lumber you can buy. And we look for the SPA mark meaning depend- 
able lumber from one of the mills of the Southern Pine Association.” 


soft richness and beautiful grain 
of Southern Pine are used in beams, 
ceiling and paneling to bring spacious 
harmony to this light, airy living 
room. A modern counterpart of the 
many old Colonial Homes, show- 
places today, which feature mellow 
Southern Pine. 


See your lumber dealer-insist on Grade-Marked Southern vif in OUTH Ee RN 


Pire from the mills of the Southern Pine Association is 
IiNniE 


For Free Booklet Write: SPA, Box 1170, New Orleans H +} \ 
SSOCIATION 
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ALABAMA 
The Allison Lumber Company Bellamy 
Olon Belcher Lbr. Co., Inc. Brent 


S. E. Belcher, Inc. Green Pond 
W. A. Belcher Lbr. Co. Birmingham 
W. E. Belcher Lbr. Co. Centreville 
Clancy Lumber Company Grayson 
Graham Lumber Company Maplesville 
Jackson Saw Mill Co., Inc. Jackson 
Ray E. Loper Lumber Company _‘ Tuscaloosa 
McMillan Mill Company Brewton 
McShan Lumber Company McShan 

T. R. Miller Mill Co., Inc. Brewton 
Reid Brothers Lumber Company Evergreen 
Scotch Lumber Company Fulton 

M. W. Smith Lumber Company Jackson 

M. W. Smith Sawmill Co. Camden 

W. T. Smith Lumber Co., Inc. Chapman 
Summerville Brothers Lbr. Co. _—Aliceville 


Horace S. Turner, Jr., Inc. Mobile 
W. T. Vick Lumber Company Hamilton 


W. J. Word Lumber Company Scottsboro 
ARKANSAS 
P. E. Barnes Lumber Company Hamburg 
Bearden Lumber Company Bearden 
Bradley-Southern Division Warren 
Potlatch Forests, Inc. 
Crossett Lumber Company Crossett 
Dierks Forests, Inc. Hot Springs 
Fordyce Lumber Company Fordyce 
W. S. Fox & Sons Pine Bluff 
Fuller Lumber Company Lewisville 
Gurdon Lumber Co., Inc. Gurdon 
Ozan Lumber Company Prescott 
Reynolds & Draper Lumber Co. El Dorado 
Sturgis Brothers Manning 
Urbana Lumber Company Urbana 
J. L. Williams & Sons Sheridan 
Herman Wilson Lumber Co. Leola 


FLORIDA 


Alger-Sullivan Sawmill Company Century 


Dantzler Lumber & Export Co. Jacksonville 
Mutual Lumber Co. Jacksonville 
Neal Lumber & Mfg. Co. Blounstown 


Ocala Lumber Sales Co., Inc. Ocala 
Thomas Lumber & Mfg. Co. Quincy 


GEORGIA 
Alexander Brothers Lumber Co. Columbus 








Augusta Hardwood Co. 
The J. N. Bray Company 
Ellijay Lumber Company 
A. T. Fuller Lumber Co. 
Georgia-Pacific Corp. 
Holly Springs Lumber Co. 
Jeffreys-McElrath Mfg. Co. 
Reynolds & Manley Lbr. Co. 
Rush Lumber Co. 
Shepherd Lumber Corp. 
L. B. Springle Lbr. Co. 
Sullivan Lumber Co. 
Tolleson Lumber Co. 


LOUISIANA 


J. A. Bentley Lumber Co. 

L. L. Brewton Lumber Co. 
Ronald A. Coco, Inc. 

Crowell Lumber Industries 
Harless Lumber Co., Inc. 
Hillyer-Duetsch-Edwards, Inc. 
A. J. Hodges Industries, Inc. 
Hunt Lumber Co., Inc. 

L. D. Kellogg Lbr. Co. 
Lock-Moore & Co. 

Louisiana Long Leaf Lumber Co. 
Martin Timber Co. 

Roy 0.Martin Lbr. Co., Inc. 
Carroll W. Maxwell Lumber Co. 


Olin Mathieson Chemical Corp., 
(Forest Products Div.) 


N. D. Roberts Lbr. Co. 
Sabine Lumber Co. 
Springhill Lumber Company 
Sturgis-Nix Lumber Co. 
Tremont Lumber Co. 

The Urania Lumber Co., Ltd. 
Woodard-Walker Lumber Co. 
Woodard-Walker Sawmill Co. 


MISSISSIPPI 


Bailey Lumber Co. 

Crosby Lumber & Mfg. Co. 
The L. N. Dantzler Lumber Co. 
A. DeWeese Lumber Co., Inc. 
D. L. Fair Lumber Co. 

Joe N. Miles & Sons 


MISSOURI 
Dierks Forests, Inc. 





THESE ARE THE 
QUALITY MILLS OF THE 


SOUTHERN PINE ASSOCIATION 


Augusta 
Valdosta 
Blue Ridge 
Ocilla 
Augusta 
Atlanta 
Macon 
Savannah 
Hawkinsville 
McRae 
Gainesville 
Preston 
Perry 


Zimmerman 
Winnfield 
Baton Rouge 
Long Leaf 
Lake Charles 
Oakdale 
Shreveport 
Ruston 
Alexandria 
Lake Charles 
Fisher 
Castor 
Alexandria 
Pollock 
Shreveport 


Alexandria 
Zwolle 
Springhill 
Ruston 
Joyce 
Urania 
Taylor 
Heflin 


Laurel 
Crosby 
Perkinston 
Philadelphia 
Louisville 
Lumberton 


Kansas City 


Fleishel Lumber Co. 


International Paper Co. 
(Long-Bell Division) 


NORTH CAROLINA 


Evans Lumber Co. 


L. R. Foreman & Sons Lumber Co. 


Hutton & Bourbonnais Co. 
W. P. Morris Lumber Co. 


SOUTH CAROLINA 


Dargan Lumber Mfg. Co. 
Flack-Jones Lumber Co., Inc. 
Holly Hill Lumber Co. 
Lightsey Brothers 

Carl W. Mullis Lbr. Co. 
Russellville Lbr. Co. 
Tilghman Lumber Co. 

C. M. Tucker Lumber Corp. 


TENNESSEE 


E. L. Bruce Co., Inc. 
Vestal Lumber & Mfg. Co., Inc. 


TEXAS 


Allen-Peavy Lumber Co. 
Anderson Mfg. Co. 
Angelina County Lumber Co. 


St. Louis 
Kansas City 


Nashville 
Elizabeth City 
Hickory 
Jackson 


Conway 
Monck’s Corner 
Holly Hill 

Miley 

Lancaster 
Sumter 

Sellers 
Pageland 


Memphis 
Knoxville 


Kountze 
Tenaha 
Keltys 


Angelina County Lbr. Co., Jasper Div.) Jasper 


Atlanta Lumber Co. 
Boettcher Lumber Co. 

W. T. Carter & Brother 
Ealand-Wood Lumber Co. 


Edens-Birch Div. 
Southwest Lumber Mills, Inc. 


Grogan Bros. Lumber Co. 
Grogan-Cochran Lumber Co. 

Lacy H. Hunt Lumber Co. 

Kirby Lumber Corp. 

L. & M. Lumber Co. 

The Lutcher & Moore Lumber Co. 
Southern Pine Lumber Co. 
Williams Lumber Co. 


VIRGINIA 


Barnes Lumber Corp. 
Union Bag-Camp Paper Corp. 


The Williams & McKeithan Lbr. Co. 





SPA mills also support The National Wood Promotion program 


Atlanta 
Huntsville 
Houston 
Jasper 
Corrigan 


Conroe 
Magnolia 
Nacogdoches 
Houston 
Willis 
Orange 
Diboll 
Cleveland 


Charlottesville 
Franklin 
Lynchburg 
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School Bells Ring 
for Dealer Employes 


Federated Associations of the 
NRLDA sponsoring training courses 
for dealer employes during the 1958- 
59 term have scheduled the following 
classes, listed below. This year only 
the Ohio association is offering the 
full standard Retail Lumber Training 
Institute Course, which will run con- 
tinuously for about five weeks. All 
others are listed as two-week courses. 

The Indiana and Illinois associations 
are CO-sponsoring a series of two-week 
courses to extend over a continuous 
six-week period. 

Institute Classes 


Syracuse Univ. ..Dec. 1-12, 1958 
Syracuse, N. Y. (two-week basic course) 


Ohio State Univ..Jan. 5-Feb. 6, 1959 
Columbus, Ohio (five-week RLTI course) 
Purdue Univ. ...Jan. 5-16 


Lafayette, Ind. (two-week basic course) 
Jan. 19-30 


pore 


(two-week inter. course) 
Feb. 2-13 
(two-week advcd. course) 
Univ. of Mass. . Feb. 16-27 
Amherst, Mass. (two-week basic course) 
Mich. St. Univ. .Feb. 23-Mar. 6 
E. Lansing, Mich. two-week basic course) 











Dealer Objects to Sunday 
Exposition Hours 


To the Editors: 

This is the first year that the 
NRLDA Exposition was open 
on Sunday and it grieves me no 
end that this is taking place. 

The day has always been set 
aside as a Holy Day in which 
we may rest from our toil and 
worship God according to the 
dictates of our hearts. 


Most retail yards, to my 
knowledge, are closed on Sun- 
day as well as most business 
places. If we are to begin this 
Sunday desecration in our Na- 
tional Association Expositions, 
this could well carry on into our 
state conventions and eventually 
lead to all retail yards being 
open on Sundays. 


To those people who have no 
regard for Sunday as the Lord’s 
Day, I still feel that this day 
should be regarded as a family 
day and not begin to mix busi- 
ness matters with our Sunday. 


ica isanilieoasd aeacecaeasis mp abeni iene on 






ais ates si 







Again, it grieves me very 
much and I do hope that our 
National Association will give 
this matter very serious consid- 
eration and refrain from using 
the Lord’s Day for our own 
selfish interest. 


Very truly yours, 
A. Vander Vliet, President 


Industrial Lbr. & Supply 
Gary, Ind. 
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Keep cellars dry ... drain wet spots... 
make septic tank filter beds work better 


The scientific design of Orangeburg 
Brand Perforated Pipe... with two rows 
of 5%” holes, on 3” centers, 100 degrees 
apart . . . increases drainage capacity ... 
creates uniform seepage . . . Unique 
Snap Couplings maintain positive align- 
ment... prevent silting . . . Lightweight 
8-foot lengths grade easily, install easily, 
save time and cut cost. Orangeburg 
Perforated comes in 4” size... it is the 
ideal pipe for foundation drains, septic 
tank disposal fields, land drainage. 





Orangeburg Perfor- Unique Snap Coup- 
ated Pipe keeps cel- _ ling maintainsalign- 
lars dry. Makes ef- ment, gives perma- 
ficient, long lasting nent joint cover, 
foundation footing permits seepage at 
drains. joint. 









For house sewers, run-offs from downspouts Make sure you get genuine Orange- 
and other tight-joint drainage lines use burg. Look for the Brand Name on 
Orangeburg Brand Root-Proof Pipe. Pipe and Fittings. For more facts 


write Dept. AL-128. 


ORANGEBURG ..... 
perforated pipe 


ORANGEBURG MANUFACTURING CO.,INC.,Orangeburg, N.Y., Newark Calif 
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New Mortar Plant Installation Gives 
Lumberyard Tighter Control 


Supplements new ready-mix plant to give Grayson Lum- 
ber's four subdivisions ample supply of hard materials. 


A new $75,000 mortar plant, em- 
ploying latest methods for uniform 
production, was recently installed by 
Grayson Lumber Company, Birming- 
ham, Ala. 

It supplements, but is entirely sepa- 
rate from the concrete ready-mix 
plant which was also completely re- 
built and enlarged early in 1958. Both 
are served by a common conveyor 
system for materials. 

Lime is brought into the Grayson 
plant in freight cars and unloaded by 
conveyor into four upright tanks, each 
of which has a capacity of one half 
carload. These tanks are kept con- 
stantly full. If business depletes two 
tanks a week, then two per week are 
filled. 

From the storage tanks the lime is 
conveyed, as needed, into the slacking 
pit, where operations are carried on 
under rigid temperature controls. Uni- 
form drainage is provided so the 
slacked lime will have uniform quali- 
ties. The lime putty mix is then 
screened to remove any solid or rock 
particles. 

After slaking and aging and before 
it is batched with sand for the cus- 
tomer’s use, the lime is stored in a 
special agitation tank to prevent seg- 
regation and insure uniformity. There 
is a “Y” valve at the truck loading 
end, so that the pure putty may be 
loaded or mixed with sand if desired. 
The usual proportion is two sacks of 
sand for each yard of putty. 

The machine used to mix the sand 
and lime in the Grayson plant is man- 
ufactured by Praschak Machine Co.., 
Marshfield, Wis. 

Daily capacity 250 yds. The mortar 
plant which has a capacity of 250 
yards a day can be operated with two 
men, excluding the truck driver who 
receives the load and makes the de- 
livery. That is because of the automat- 
ic nature of the overation and the 
use of conveyors for material han- 
dling. 

In addition to the convevor to un- 
load lime for freisht cars, Grayson al- 
so has a material handling tunnel with 
a convevor running its leneth. From 
the tov of the tunnel desired materials, 
whether sand. stone, gravel or slag 
mav be loaded. This convevor serves 
both the mortar and concrete plants. 

The new concrete plant with a ca- 
pacity of 100 yards an hour is served 
by six overhead comnartments, each 
with a capacitv of 2,000 nounds, suf- 
ficient to handle two different types 
of cement. Grayson has been in the 
concrete readv-mix business for sev- 
eral years. The new plant is much 
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larger and uses improved methods. 
The mortar plant is an entirely new 
operation for Grayson. 

Package deal. “We have a complete 
package deal now,” declared C. H. 
Grayson, president of Grayson’s. “We 
sell concrete and mortar as well as 
lumber and general building supplies. 
We can say to our customers, ‘Buy 
everything from us and get better 
service and pay for everything with 
one check’”. 

The selling expense will be no 
greater under the new operation as the 
same salesmen who sell ready mix con- 
crete will also sell mortar. 

Grayson Lumber Company lists it- 
self among its best customers for con- 
crete and mortar. It is one of the big- 
gest home builders in the Birmingham 
area with four subdivisions going at 
the same time in four corners of the 
city, each conveniently reached from 
a central plant. A fleet of 14 ready- 


FIRST STEP in the manufacturing of For- 
mica flakeboard is conveying of green 
pine logs from storage pad to flaker 
house. Plant uses about 171 cords of 
wood each day. 


Formica Flakeboard 


One of the world’s largest and most 
modern particle board plants is 
now producing Formica flakeboard 
at Farmville, N. C. 

Owned by American Cyanamid Co. 
and operated by its subsidiary, Formica 
Corp., the plant is capable of turning 
out flakeboard at a rate of 40 million 
square feet each year. The product is 
made by combining wood flakes and 
synthetic resins under heat and pres- 
sure. 

Formica flakeboard will be sold 
for use as underlayment for laminated 


PRESIDENT C. H. GRAYSON beneath a 
mortar truck, which is ready to load. 
Grayson was a pioneer among lumber 
dealers in expansion into hard materials 
and land development. 


mix trucks serve the area. All con- 
struction is by contractor customers. 


PRE-PRESSING of resin-coated pine 
flakes is done to enable product's entry 
into main press. After final pressing, 
top and bottom of flakeboard is sanded 
to a smooth finish; sides and end are 
trimmed. 


In Production 


plastics, such as Formica; cabinet 
doors; flush door faces; sandwich 
panel applications and decorative wall 
paneling. 

The flakeboard is manufactured 
from green pine timber so that all 
properties of the board can be 
scientifically controlled. The plant uses 
about 171 cords of wood each day. 

The manufacturer has not settled 
on locations for future flakeboard 
plants, but there will probably be 
several in strategic areas of the U. S. 
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Why don’t latex paints blister and peel? 


A. Latex paints are far less susceptible to blistering and 
peeling than other paints because they allow passage of 
moisture vapor. Paint peels when moisture builds up on 
the substrate and forces the film away from the surface. 
Because latex allows water vapor to pass through, there is 
less chance of moisture build-up which will cause the paint 
to become detached from the substrate. 

For long-lasting customer satisfaction, you're wise to recom- 
mend latex paints. With these paints, the manufacturer can 
retain a higher degree of durability without sacrificing other 


desirable qualities. Indoors and on exterior masonry sur- 
faces, they offer a bonus of benefits . . . beginning with 
easiest application, fast dry and quick clean-up. And re- 
member, decorator colors stay at their best in latex paints. 
The facts sell latex paints. And you can get all the facts in 
our new booklet. Send for your free copies now and watch 
them sell for you. THE Dow 

CHEMICAL COMPANY, Midland, 

Michigan, Plastics Sales De- 

partment 2114D-2 


YOU CAN DEPEND ON 
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Month 


Jan. ........Basement Room 


Home Improvement Package Building Products 





Knotty Pine Paneling 

Ceiling Tile—Decorative & Acoustical 

. Wood Flooring—Plain & Prefinished 

Interior Painting 

Garages, Carport ....... Exterior Painting 

Masonite Specialty Wall Finishes 

. Asphalt Shingles 

Asbestos Sidewall Shingles 

Wood Shake Sidewalls 

Asbestos Roof Shingles 

Insulation—Blanket 

Seven Masonite Specialty Sidings 

. Sheetrock 

Insulating Board Sheathing 

Plaster 

Wood Siding—T & G, Bevel, Board & 
Batten 

Aluminum Siding 

Plywood Specialty Siding 

Insulating Siding 

Vermiculite Insulation 

Asphalt Tile 

Marlite 

Countertops 

Hardwood Plywood—Prefinished & 
Plain 

Fir Plywood Specialty 


eae ere Attic Room, Dormer .. 


a See Re-Roofing, Re-Siding 
. Breezeway, Fences. 
Outside Storage 
Open Porch, Patio 

.. Add-A-Room 


Garage & Carport 
Conversions 


Porch & Breezeway 
Enclosures 


Ee ne ant Be Insulation—Batt 


Kitchens 


Retail Sales Lessons On 
Phonograph Records 


Four-minute records give selling fundamentals pertinent 
to retail dealers’ business. 


A series of dramatized sales inter- ing season. The new sales training 


views on records show retail lumber 
salesmen one “right” way to sell 20 
profitable home improvement pack- 
ages and 20 major building products. 

The records (3343 rpm) dramatize 
actual selling situations for the re- 
modeling packages (length: four min- 
utes each). On the same disk are sales 
interviews presenting two or more ma- 
jor building products (length: 142 min- 
utes each). 

Scripts are provided so the sales- 
man may follow the record. Seven 
chapters on the fundamentals of re- 
tail selling are designed to teach the 
salesman how to: 

. Approach customer correctly. 
. Determine customer’s needs. 
3. Win customer’s confidence. 
. Make sales points penetrate. 
. Hurdle customer’s objections. 
. Quote price to make it seem low. 
. Close sale without tricks. 

Starting January 1, Speed-Up Sales 
Plan will release one record each 
month (see schedule above). Each 
package is timed for training empha- 
sis just in advance of its natural sell- 
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plan is a 1959 addition to the Better 
Homes Advisors, a merchandising 
and estimating service, an affiliate of 
the Nowels Lumber & Coal Co., Dept. 
AL, 412 Water St., Rochester, Mich. 
“The basic sales training kit in- 
cludes a sales meeting guide, one rec- 
ord, three scripts and three sales bene- 
fit outlines, which may be purchased 
for $50. Additional records with 
scripts may be obtained for $20,” ad- 
vises president Russell W. Nowels. 


Lumber Handlers Win Raise 

A four-day strike effecting members 
of the Lumber and Material Handlers 
Union in 35 yards in Cook County, 
Ill. ended last month when the union 
voted to accept the employers’ offer. 

The offer of the Lumber Trades 
Association provides for a three-year 
contract with pay raises of 10¢ the 
first year; 7¢ in the two following 
years in upper job classifications and 
rases of 16¢, 7¢ and 7¢, respectively, 
in the lower job brackets. 


Dog-gone Good Eating 

Beagle hounds love redwood ply- 
wood, reports Ray F. Sharp, Jr., 
secretary-treasurer, North Memphis 
Lumber Co., Memphis. 

“A customer bought a _ one-inch 
piece of redwood plywood for a coffee 
table.” explains Sharp. A short time 
later the customer returned. He re- 
ported his beagle and three pups 
jumped on the table and ate off all 
four corners. 

“Didn’t even leave any sawdust,” 
complained the customer, ordering fir 
for replacement. 


Ingram Named NLMA Head 


The National Lumber Manufactur- 
ers Association elected Robert M. In- 
gram as president and Thomas J. Mc- 
Hugh as first vice-president for 1959. 


New Diamond-Rib Warranty 


An unusual warranty for its Dia- 
mond-Rib aluminum roofing and sid- 
ing against corrosion failure for 30 
years when used in residential and farm 
applications is announced by Kaiser 
Aluminum & Chemical Sales, Inc., 
Chicago. 

“New material will be furnished 
without charge for any building sheets 
on a customer’s dwelling or farm 
building which develop leads during 
the first 10 years due to corrosion 
from natural elements,” explains R. M. 
Gerber, manager, merchant products 
department. 

“There will be a charge of 5% of 
the current retail price for each year 
which elapes after the 10th year up to 
the end of the warranty period,” Ger- 
ber said. “The replacement may be 
with Diamond-Rib or an equivalent 
material.” 

To qualify for the warranty, the 
customer is asked to fill out a form 
which is furnished when the sheets 
of Diamond-Rib are purchased. 


PLYWOOD IN PAPER BAGS comes 
from new loader designed by Bemis 
Bros. Bag Co. The bag is placed in 
outer edge of the loader, which has 
metal fins to guide material into the 
bag. The loader can be built by the 
user, say the Bemis people. Wallboard, 
acoustical tile, insulating sheathing, 
laminated plastic sheets can be pack- 
aged by the machine. 
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Chevrolet’s new El Camino combines fresh beauty with 
a husky pickup box that’s 76\4" long, 64'4" wide. 


THE BEST YET OF THE BEST SELLERS... For 59, the brightest new ideas in trucks are 
Chevrolet’s! There’s the new El Camino to set a 


new standard in styling... new features and refine- 
ments in every model to set new records for saving! 


Here is the soundest, savingest, sharpest looking 


line of haulers that ever hustled a load! For evi- 

TASK & FORCE be dence, consider the dazzling new El Camino. It 
combines slimlined beauty with the ability to 
handle man-size hauling jobs! 


Or take the pickups of Task-Force 59—a 


dozen big-bodied beauties that suit scores of jobs 
with five handsome Fleetside models and seven 
handy Stepside models! 


A new edition of the famous Thriftmaster 6, 
standard in light-duty models, gives up to 10% 
greater fuel economy—up to 20% with new 
maximum economy option*. And in the medium- 
and heavy-duty classes, you'll find new V8 
power . . . axles, transmissions, frames and 
brakes that are refined and improved to whip 
the toughest runs. 


Whether your truck is a light-, medium-, or 
heavy-duty job, these are trucks you’ve got to 
see! They’re on display right now at your Chevy 

a je ig! dealer’s. . . . Chevrolet Division of General 
aR Motors, Detroit 2, Michigan. 
This 1959 Series 60 stake offers solid advantages; “Optional at extra cost. 
a tough frame, 15,000-lb. rear axle, disc wheels, 
Hydrovac brakes, and Jobmaster 6 engine! 


NEW MIGHT, NEW MODELS, NEW MONEY-SAVING POWER! 
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® MILLWORK 


The SILCREST COMPANY 
100 Thomas Street, Wousou, Wis. 
Western Ponderosa Pine 
Removable Double-Hung — 
Window Units 


Cima ste 


Union Labe/ 


| Casement 
Window Units 


Self-Storing Storms & Screens 

‘ame inserts), Louvered Doors & Shutters, Com- 

bination Als Aluminum Doors, Panel & 
products, 





organize 
and conduct 
builder 
meetings” 


In this 12-page booklet are 
most of the things you should 
know about a builder-contrac- 
tor meeting! Where should you 
have it and when? 
you invite your guests? What 
should the program be? Should 
you serve food and beverages? 
‘How much will it cost? 

The builder-contractor 
meeting is one of your best 
sales promotion opportunities. 
Make the most of it! This 
booklet is a summary of what 
we learned in many such meet- 
ings held with and for our 
Crestline dealers. Send for it 
today. Nocharge or obligation. 


How should 


Bites | 


= Door Units FE) 
Stacking Awning 
Window Units 


leatherstripped Door 
Frames, Combination 
(with aluminum 
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Columbia Valley Lumber Co., Bell- 
ingham, Wash., recently sold two cars 
of vermiculite insulation in two days 
and made a normal profit at a cut price. 

“It wasn’t magic,” says manager 
Morris Tarte. “We simply let our cus- 
tomers do some of the work we usual- 
ly do, cut our price accordingly.” 

The sale was advertised as a carload 
sale, two days only. 

“Pick up direct from the railroad 
car at our store on South Cornwall 
Ave. in Bellingham Friday or Satur- 
day morning. You haul,” said the 
firm’s newspaper ad. 

Columbia Valley’s normal price for 
the item is $1.59 per bag. The carload 
sale price was announced at $1.29. If 
delivery was required, the price was 
10¢ more. 

“We estimated that our normal costs 
of unloading the car, moving the in- 
sulation into the warehouse, moving it 
out and delivering it when ordered, 
comes to about 30¢ per bag,” Tarte 
explained. 

“We figured we would come out all 
right offering delivery out of the box- 
car at 10¢ per bag, for the average 
sale is about 50 bags,” he added. “This 
would give us $5 on the average for 
delivery. We can come out on this.” 

Promotion of the event was simple 
and inexpensive. A four-column by 
10” newspaper advertisement was pub- 
lished the preceding Wednesday eve- 
ning. This was bolstered by some spot 
og announcements the following 

ay. 

“The weather didn’t help us any,” 
Tarte said. “On the first day of the 
sale we had the heaviest rain in eight 


Carload Sale Moves 1,600 Bags of 
Insulation—at Normal Profit 





" 2 DAYS ONLY 


Friday, Octeber 10th 
Saturday Morning, October 11th 
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CARLOAD SELLOUT resulted from cus- 
tomer reaction to this four-column 10” 
ad. 


months. Fortunately we had the car 
under cover. The first day we sold 1,- 
000 bags. Saturday morning we 
cleaned out the remaining 100 bags 
in the car, took orders for 500 more, 
to be delivered out of the next car. We 
got the $1.39 price for delivery on 
about half of the bags. The rest was 
loaded into customers’ trucks, passen- 
ger cars and station wagons. 

“The event was such a success that 
we've scheduled a similar sale at our 
Mt. Vernon, Wash., yard.” 





Building Slabs Made from 
65% Waste Materials 


Palm fronds, wood shavings, old 
cardboard boxes, and cement are used 
in a building slab produced by Kem- 
Rok, Industries, Inc., Brendenton, Fla. 

The slabs are used as roof decking. 
They are 2” thick, 2’ wide and 8’ long. 
Tons of pressure are applied to the 
semi-dry mixture, in the center of 
which is a layer of reinforcing wire 
mesh 6x6, #10. By using quick setting 
Portland cement the slabs are given 
the conventional concrete block cure 
of 28 days. 

Kem-Rock’s president James E. 
Pratt said that his slabs are fireproof, 
termite-proof. He claims that the pan- 
els are more soundproof than gypsum 
and only a single point lower in in- 
sulating qualities than cork. 

Kem-Rok expects to _ franchise 
plants outside of Florida, where waste 
products are plentiful. Because of de- 
livery costs, a plant can serve a radius 
of only 100 miles. 


Bock New NHLA President 


More than 800 delegates and their 
guests attended the 61st annual con- 
vention of the National Hardwood 
Lumber Association in Chicago, No- 
vember 11-13. 

New officers elected for 1959 are: 
president, Bernard Bock, The Eagle 
Lumber Co., Ltd., Montreal, Que.; 
first vice-president, F. T. Griffin, The 
Franklin T. Griffin Co., Chicago; sec- 
ond vice-president, Mark Townsend, 
Townsend Lumber Co., Stuttgart 
Ark.; and secretary-manager, M. B. 
Pendleton. 





Frost Doubles Its Size 


Frost Hardwood Lumber Co., 47- 
year-old San Diego, Calif., wholesale 
firm, celebrated the completion of a 
$100,000 expansion and remodeling 
program by holding an open house. 
Guests included nearly 100 retailers, 
which are customers of the firm. 
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“Dry” Lumber Standard Approved 


for Southern Building Code 


A clause which places a 19% mois- 
ture content limit on lumber was ap- 
proved by the research and revision 
committee of the Southern Puilding 
Code Congress last month. 

Lumber must also meet American 
Lumber Standard sizes as “dry” or 
net sizes, the new rule states. 

“The dry clause will be used in the 
798 towns where the Southern Stand- 
ard Building Code is in force,” said 
M. L. Clement, Congress’ executive 
director. 

Clement said that it will protect the 
homeowner from dangers of green 
lumber shrinkage and will also assure 
him a full board foot of lumber. 

Dean Boyd Richards, professor of 
wood technology, Alabama Polytech- 
nic Institute, told the committee that 
wood with moisture content over 20% 
tends to decay or rot. “Over 24%, it 
decays rapidly,” he said. 

H. F. Beal, Beal Lumber Co., Jack- 
sonville, Fla., said that green lumber 
“causes considerable loss of property.” 

Representatives from the National 
Lumber Manufacturers Association 
and the West Coast Lumberman’s As- 
sociation opposed the dry clause. How- 
ever, all southern lumber associations 
backed the move. 

W. Howard O’Brien and Albert 
Boisfontaine of the Southern Pine As- 
sociation and Southern Pine Inspec- 
tion Bureau said that dry lumber is 
available in all species. T. K. May, 
heading the West Coast lumber group, 
said he did not think there would be 
enough lumber to meet the need “if 
it is regulated in this manner.” 


Power Mower Sales Climb 

“The power lawn mower industry’s 
outlook for 1959 is bright,” reports 
Harold K. Howe, executive secretary, 
Lawn Mower Institute, Inc., Wash- 
ington, D. C. 

Power lawn mower sales for the 
coming season are expected to top 
the 1958 record when sales reached 
3,452,000 units. This was up slightly 
from the 1957 sales volume. 





Repair Service Plan Grows 


Many a homeowner has_ wished 
there was somebody who would take 
over the hapless chore of locating home 
repair and maintenance men. 

Companies which provide such a 
service have been operating in Los 
Angeles, Detroit and New York. 

Now a Chicago company, Mr. 
Service Club, Inc., has been formed 
for the same purpose. 

Homeowners pay $7.24 a year for 
membership in the club. The odd 
figure is a reminder that service is 
available seven days a week, 24 hours 
a day. Members call one telephone 
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number to get tradesmen from more 
than 400 fields of home service. 

Credit arrangements for mainte- 
nance and purchase of a variety of 
home equipment and materials is part 
of the plan. On certain maintenance 
items, such as fuel oil, club members 
receive a rebate. 

The club guarantees all workman- 
ship. Merchants give the club a com- 
mission from each job. 





Firms in New Quarters 


Increased demand for its products 
has led the Acorn Aluminum Prod- 
ucts Co., Detroit manufacturer of Dor- 
WAL aluminum sliding glass doors, to 
more than double its production fa- 
cilities by moving to new and larger 
quarters located at 15396 Idaho Ave- 
nue. 

Headquarters for the Wood Pre- 
serving Div., International Paper Co., 
has been moved from Kansas City, 
Mo., to Mobile, Ala. Responsibilities 
for traffic, as well as for manufactur- 
ing and sales, also will be centralized 
in Mobile. The divison operates plants 
in La., Tex., Mo., Calif. and Wash. 

















































TRIPLE- 
LOCK 








Also 
furnished 
in Ring 
Shank and 
Straight 
Shank 








All Deniston nails 
can be shipped in 
either 50 Ib. or 
100 Ib. sturdy 3- 
ply corrugated col- 
or-board cartons 
with hand grips 
for easy handling. 





31 Years of Quality Nails 


THE DENISTON COMPANY 


DENISTON 


“LEAD-SEAL’ 


Nails for 
galvanized and 
° 

aluminum 


roofing 







Deniston’s quality ‘‘ Lead-Seal’’ 
metal roofing nail with ‘“Triple- 
Lock”’ is heavily zinc-coated for pro- 
tection against rust. It insures a 
permanent seal through which no 
moisture can penetrate, because 
when the hammer strikes the nail 
(not the lead), the ‘““bump” and the 
lead are forced through the metal 
sheet, the sheet springs back over 
the “‘bump”’—this solidly locks to- 
gether the nail, lead and sheet. 

Ask your jobber or write to us 
direct for descriptive circulars and 
price information . . . no obligation. 





49th & South Western Avenue ® 


IN CANADA: EASTERN STEEL PRODUCTS CO., LTD., PRESTON, ONTARIO 





Chicago 9, Illinois 
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NEW YORK 
BURGLARS* 


SINCE 1879 


BURGLAR-PROOF 
WINDOW LOCKS 


UNFAIR 


Burglars say too many folks like Fraim 
locks. Windows cannot be opened, even 
when glass is broken, because the Fraim 
lock bolts to the sash. The lock can be 
opened only by your key. Window can 
be locked partly open for ventilation or 
installation of air conditioning unit, too, 


COLORFUL COUNTER 
DISPLAY AVAILABLE 


Sell your share with Fraim’s colorful, 
counter display. Holds 12 locks. Keyed 
alike. Shows customers at a glance how 
easily locks are installed 
... how they work... how 
securely they hold. Order 
from your jobber today! 


* Names withheld by request. 


DIVISION OF 


\ PADLOCK and HARDWARE 
Lancaster, Penna. 


Order from your jobber 
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Floor Tile and Countertop Schools 


Free installation training for resili- 
ent floor, wall and countertop me- 
chanics will begin January 5 at the 
Armstrong Cork Co., Lancaster, 
Penna. 

During the year, 25 two-week 
“regular courses” will be offered at 
the Lancaster plant. 

Other instruction includes six one- 
week “sheet-goods courses” for me- 
chanics already familiar with installa- 
tion of tile products and six one-week 
master mechanic courses in custom 
floor insets, installing countertops 
and other advanced work. 

One-week instruction will be avail- 
able at 10 cities in the south, midwest 
and west. There will be five courses at 
each city. These include Portland, 
Ore., Jan. 12-Feb. 13; Seattle, Jan. 12- 
Feb. 13; San Francisco, March 2- 
April 3; San Diego, April 20-May 22; 
Los Angeles, April 20-May 22; Kansas 
City, June 8-July 10; two cities in the 
St. Louis district, Aug. 31-Oct. 2 and 
two cities in the Atlanta district, Oct. 
19-Nov. 20. 

More than 17,000 mechanics have 
received training in these courses, 
now entering their 34th year of op- 
eration. 

Costs for room, board and travel 
to the school are the only dealer ex- 
penses. Enrollment is through Arm- 
strong district offices. 


INSTALLATION COURSES offered free 
by Armstrong Cork Co. include training 
in resilient flooring. Basic, advanced 
and special classes are scheduled for 
Lancaster, Penna. and 10 regional cities. 





Spotlight on Distribution 
of Aluminum Products 


Appointment of L. du Pont Yager 
to direct Reynolds Metals Company’s 
distributor sales operations was an- 
nounced by David F. Reynolds, exec- 
utive vice-president in charge of sales. 

“Sales through distributors are be- 
coming an increasingly important fac- 
tor in our business,” Reynolds said. 
Mr. Yager will bring top management 
attention to distributors’ problems.” 





The trend to diversification by lum- 
ber wholesalers and the swing to 
builtin appliance sales by retail lum- 
ber dealers is getting a boost in Texas 
these days. 

Within four months after the Wilson 
Lumber Co., San Antonio, signed up 
as a Preway builtin appliance distrib- 
utor, the company had appliance dis- 
plays in 20 retail yards. 

In this short period, the wholesaler 
had to re-order its Preway stock 
twice, according to Ricks Wilson. 

‘Lumber dealers have the first and 
closest contact with the people who 
buy or specify builtins. These are the 
builders, contractors and architects. 
Dealers can sell to the contractor 
trade on open account, along with all 
the rest of the building products,” 
said Wilson. 

To get the appliance line rolling, 
Wilson did the following: 


1. Personal letter to lumberyard 
customers. 





Lumber Wholesaler 
Sets Up 20 Dealers 


Adds Appliances; 
in Four Months 


2. Special promotion displays, 
using builtin appliance and kitchen 
cabinets. 


3. Solicited dealers to take the ap- 
pliance display. 


4. Meeting for dealers in which 
Harvey Anderson of Preway and sev- 
eral of his staff talked on the kitchen 
business. In spite of heavy rains, 150 
people attended. 


5. Instructions to Wilson Lumber's 
estimating department to include a 
kitchen builtin on jobs which they de- 
sign. This department assists dealers 
in kitchen planning. 


All customers are furnished with 
the manufacturer's catalog. ‘‘Our own 
display room is also used by retail 
customers,’’ Wilson said. 


Cooperative advertising allow- 
ances are made by the appliance 
manufacturer to help dealers mer- 
chandise the builtins. 
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Preservers Defend Crawl 
Space Against Slab 


C. Miles Burpee of the American 
Wood Preservers Institute has come 
to the defense of crawl-space construc- 
tion in the face of statements that slab 
foundations are cheaper for tract 
builders. 

Replying to the preference for slabs 
reported in a national construction 
magazine, Burpee quoted Fred C. 
Mau, vice-president of Gurtler, He- 
bert & Co., civil engineers and general 
contractors of New Orleans. 

“On the average 1,200 sq. ft. house, 
we have found the cost of the pier- 
type foundation (concrete blocks, 
wood frame joists, a sub-floor and 
finish floor) about 10¢ a square foot 
cheaper than the slab foundation,” 
Mau said. 

Mau’s costs included number of 
trips plumbers and electricians have to 
make, cost of cement finishes and 
similar details, in addition to materials 
costs. 

The construction magazine made the 
statement that “most builders guess 
their slab saving is around $250.” 
The article also stated: “It is safer to 
build on a slab if you are worried 
about water under the house, and 
better wherever bugs or termites are 
a problem.” 

The Wood Preservers Institute quotes 
a Florida entomologist, “who knows 
both termites and slab-floor houses 
from first-hand experience.” The Flori- 
da specialist said: 

“Slab-on-ground houses are eight 
to 10 times more vulnerable. Suspen- 
ded-floor type is next and crawl space 
type with piers at least three feet 
above the ground is least susceptible. 
Termite shields are ineffective.” 

“We urge speculative builders 
begin to compare all costs involved 
in slab and suspended floors,” said 
the Wood Perserving News. “They 
may be amazed to find that they can 
save money by putting in suspended 
floors.” 

Housewives who have lived in slab- 
on-ground houses invariably complain 
of “hard floors that make my legs 
ache,” the preservers said. Such com- 
ments were made in a field study by 
the Institute of more than 5,000 
owners of houses. 


Carpenters Move Headquarters 


The United Brotherhood of Car- 
penters and Joiners of America will 
move its national headquarters from 
Indianapolis, Ind., to Washington, D. C. 


Siding Sales Set Record 


For the fifth successive year since 
Masonite Corp., Chicago, began its 
production of exterior siding, sales 
through lumber dealers have shown 
an increase over the previous year. 
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Interest High in Lien Law Revise 


There is intense interest in improved 
lien laws among lumber dealers, ac- 
cording to Samuel Easton, Easton 
Lumber & Builders Supply, Canons- 
burg, Penna. 

Easton heads a group of building 
supply dealers and _ subcontractors 
seeking to amend Pennsylvania’s lien 
law. It is called the Building Suppliers 
& Sub-contractors Assn. of Penna. 

One measure the group seeks would 
require posting of bond by a contrac- 


tor on a no-lien job to pay off sup- 
pliers if the contractor fails to pay 
his bills. The other measure would 
make trust funds of money loaned to 
erect or complete a building; the 
trust fund would be held for the bene- 
fit of creditors. 

“Your last article on our lien law 
work (American Lumberman, Oct. 13, 
1958, page 24) resulted in telephone 
calls and letters from all over the 
U. S.,” Easton says in a letter to 
American Lumberman editors. 
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25,000 WINDOWS 
SOLD AT A PROFIT 


SHREVEPORT SASH AND DOOR JOBBER 
MOVES 25,000 WATSON ALUMINUM WINDOWS IN YEAR 


Without any “line” retail yards the 
Shreveport Sash and Door Co., 
Shreveport, La., hit an all-time high 
sales mark for 1957. “Concentrating 
on Watson residential aluminum win- 
dows; single-hung, double-hung; pic- 
ture and horizontal sliders turned the 
trick,” according to vice president in 
charge of sales, C. (Wally) Wallace. 


Watton 


RUGGED ALUMINUM™M 


Watson is one of the very few—per- 
haps the only—aluminum window 
manufacturer in the country to sell 
EXCLUSIVELY through distribu- 
tors. To find out how you too can 
add considerably to your net profits 
without materially increasing your 
overhead, write today! Dealers send 
for catalog. 


WINDOWS 


W. M. PRODUCTS CO. Dept. ALmM-6 
5425 Bi St. * Houston 7, Texas 
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MER. 
CHANDISER 
Attractive 
floor unit, 


measuring 
34°°x21"x54” 


The new K-4 contains 21 of 
the most popular sizes and types 
of fixtures . . . 11 in transparent 
bags, 10 in open stock packages 
... plus 5 each of the most popu- 
lar kit, 4 convenient sizes of perfo- 
rated board and a supply of 
do-it-yourself folders. 


List Price $96.15 


SELF SERVICE BAGS 


Eosily displayed in bin 
or perforated board for 
customer convenience, 
improved appeoronce, 
easier selling. 


K-2 MERCHANDISER 


Attractively printed, 
16”x20” counter unit, 
with ao stock of 18 
best selling fixtures 
ond supply of folders 


ORDER FROM YOUR WHOLESALER 


Taribuckles Suc. 


“One good turn (buckle) deserves another" 
BOX 333, MICHIGAN CITY, INDPANA 
FACTORY: GRAND BEACH, MICHIGAN 
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PERSONAL SERVICE COUNTER near rear of Hechinger store is also 
starting point for personal shopping by salesman and customer. 


Self-Service Store Finds That 
People Want Personal Attention 


Self-service will never replace buy- 
ing advice from qualified salesmen, 
Hechinger’s has discovered in their 
newest retail outlet in Washington, 
D. C. This company was a pioneer in 
self-service sales of lumber and hard- 
ware. 

Although shopping carts are avail- 
able and widely used and signs remind 
the customer, “Self service: shop as 
you please, pay as you please,” most 
of Hechinger’s customers in this older 
part of Washington want personal help 
in buying their building materials. 

For this reason, Hechinger’s Wis- 
consin Avenue branch, shortly after 
opening nine months ago, was forced 
to shift its emphasis from “self-service” 
to “personal service” to meet customer 
demands. 

An _ information counter labeled 
“personal service” was erected to at- 
tract the attention of customers needing 
special advice. The purpose of the 
counter, explains manager Peter M. 
Payne, is not only to answer customer 
questions, but to permit one salesman 
to stick with a customer until he has 
bought everything that may require 
personal counseling. 

The store has 14 full-time and 14 


part-time employes. It is open three 
nights a week with a nearby Sears for 
competition. One cashier and one com- 
bination credit checker and cashier are 
at the checkout counter during heavy 
traffic periods. 

Back of the 11,000 square-foot sales 
area is the self-service lumber depart- 
ment and a cutoff saw for custom jobs. 
About 20% of the sales area is 
occupied by housewares and clocks, 
items scorned by most dealers, but 
traffic-builders here. Two major de- 
partments are paint and power tools. 


CUSTOM CUTTING is available in the 
self-service lumber department. 
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Contest to Lure Architects 


into Middle-Income 


A $25,000 contest to spur the 
architect’s role in providing better 
homes in well-planned communities 
for middle-income families is an- 
nounced by Mastic Tile Corporation 
of America, Vails Gate, N. Y. Object 
of the contest is to focus the talent 
and training of architects on problems 
of tract housing, where design has 
largely been left to the mass-builder. 


“Architect-contestants will plan a 
complete community, which will be 
judged on the basis of creative ap- 
proach, economic development and 
aesthetic contribution,” explains Sey- 
mour Milstein, president, Mastic Tile 
Corp. 

* Site plan for the contest represents 
an average middle-income develop- 
ment housing on a 160-acre farm 
area on the outskirts of a growing 
industrial Great Lakes metropolis. 

* The economic problem includes the 
development of all necessary internal 
roads, sanitary facilities and utilities 
with a proportionate charge against 
each house for these facilities. 

* To provide a uniform platform of 
evaluation, the family income shal! be 
$7,500 per annum for a family of two 
adults and four children. The cost of 
land is $4,000 per acre and the total 
capital investment per family should 
not exceed $18,000. 


The competition is open to all 
registered architects, architectural as- 
sistants, students and graduates of 
recognized schools of architecture. All 
will be eligible for the grand prize of 


be) 


ALUMINUM-FACED FLUSH DOOR is be- 
ing produced in Orange, Calif. Metal 
is applied under heat and pressure to 
hardboard sheet with solid cedar core. 
Bellwood Co., manufacturers, said price 
is equal to any standard quality flush 
door. It is designed for institutional 
use. 


Housing 


$10,000, a second prize of $5,000 and 
a third prize of $3,000. Four merit 
awards of $250 each will also be open 
to all entrants. Special awards will be 
made to undergraduate students in the 
amounts of $2,500, first prize; $1,500, 
second; and $1,000, third; and four 
merit awards of $250. 

Entry kits. Applications for entry 
kits are available from Mastic Tile 
Corporation of America, Dept. AL, 


Box 128, Vails Gate, N. Y. The kits 
contain site plans and complete in- 
structions. June 30, 1959, has been 
set as the deadline for entries, which 
are to be mailed to the Architectural 
League of New York, where the 
judging will take place 


New Gypsum Rock Source 
Bestwall Gypsum International, 
S. A., sub. of Bestwall Gypsum Co., 
has concluded contracts for an addi- 
tional source of gypsum rock from the 
Dominican Republic, which will sup- 
plement its large Nova Scotia reserves. 



































This is the folding door 


at its “economical best’ 
COMPARE THESE FOUR BIG FEATURES OF NOVAFOLD WITH THOSE OF ANY OTHER DOOR 


1. Novafold has the “solid core”—4” wide leaves or panels—the full height of the door— 
for rigidity even on wide spans. These panels are temperature- and moisture-resistant, 
providing insulation and sound-deadening values. 


2. 12-gauge Vinyl Plastic, with a luxurious leather 
texture, is the covering material for Novafold. It is both 
washable and replaceable—important selling points. 


3. With Novafold comes a color-matched valance. This 
is not a plain wood fascia, but a solid core covered in the 
same viny] plastic as the door itself. Doors and valances 
are available in six attractive colors: Off-White, Char- 


treuse, Dark Green, Beige, Gray and Red. 


4. Novafold has advance mechanical features: Nylon 
slides, positive security latch, and a folding action clos- 
ing down to 414” for a 32” opening. (Novafold comes in 


standard and custom sizes.) 


With all these features, Novafold is in the low-medium 
price field. It has both the look and the price to sell itself. 
Jse the coupon for full data on this and other quality 


Nova Products. 


THE ONLY SHAKE-PANEL 
WITH NO FACE-NAILING 


Nova Shake-Panel is the only 
— that can be applied 
with the patented, steel Panel- 
clip — eliminating all face-nailing 
and the danger of rust stains from 
nails. This revolutionary appli- 
cation method also cuts costs— 
less nails are needed, less nailing 
time, and no /urring. Nova Shake- 
Panel is 16” x 46%”, made of #1 
Novagrade Processed Shingles 
and a wood-fiber backer. Nova's 
assembly process provides better 
gluing, a wider shiplap, and a 
polymerized paint finish. With all 
these advantages, Nova Shake- 
Panel is priced less than similar 
products. Use coupon for full data 








* Trenton 3, N. J. 
stfoun \ NAME 

CATALOG IN 

SWEET'S 


<a 


NOVA 


A wholly owned 


subsidiary of 


WH. 4, 
r pany 





cITY 





ADDRESS 


Send the literature and/or specification data checked: 


© Novafold Doors 
© Nova Shake-Panel 
© Novaproofing (for waterproofing concrete and masonry) 


© Nova Shakes 
] Nova Cedar Closet Lining 


STATE 


Circle No. 22 on Coupon, page 82 
December 8, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








PAN o@ <a =] C1 Ci a dO] 
IN PAINT SUNDRIES 


Wj folod am DI-> €-1) Mi ad goleo lll et t— 


the only complete line of painting and maintenance 
accessories...delivered to you from one nearby source. 


Full 40% profit... : YY Ei = 


94 RAO fate 


satisfied customers mean rapid turnover. My a 





DEXALL BRUSH CLEANER—renews any brush, no matter 


how hardened and caked with paint 


B) 0: en)" 0) 8) BLEACH—the most effective, fast-working 


and easy-to-use bleach... for finest furniture refinishing. 


DEXALL HOLD-TITE GLUE—an’ aii purpose white glue of 
tremendous strength. Dries clear, won't stain : hom itl 
Ne]0|-1-¥4-05 ole) 04 (-m-] 8) 0) Ier-} ce) g , 34 destin a ~—n ats 
— needs | 


DEXALL PATCHING PASTE—ready-mixed, smooth-finish, a Wy 


spackling compound. Applies easier, bonds tighter 


DEXALL TACK RAG—aids fine painting. One wipe picks 


Tl eMnelloam-lelemmel0}-) mm Ol-1-Mlo)',-1amr-lalemme) -1am-T-2-110 





DEXALL STAIN COVER—seals aar-1ale)°4-1ah mel ale Mme) anl-16 
aniline dyes and stains. Provides good base 
for finish coats. 


DEXALL PREPARITE—tiquid sanding aid cleans and 
dulls enameled and varnished surfaces before 
refinishing. Saves hours of sanding time 


DEXALL WOOD PATCH—actua!l wood in easy-to-use, 
nonshrinking paste form in tubes 
FY alo i ot-|al-iibe] p amore] (0) 6 


DEXALL SUPER CEMENT-—nitrocellulose type cement. j 
Makes waterproof bond on wood, metal, glass, china, 
T-¥-) dal <1 gu 0) -1-) domme Lale Mm el-] 01-14 


DEXALL GLAZING COMPOUND-—for wood or metal 


sash. Remains elastic, will not crack 


DEXALL CAULKING COMPOUND —tough, elastic 


long-lasting seal. Knife and gun grades 


DEXALL CAULKING GUN—heavy-gauge, all-steel 
construction. Fits any metal or fiber cartridge 
SELF-SERVICE 
MERCHANDISER! 


This complete Dexall depart- 
ment requires only four square 
feet of floor space. Will build 
sales and profits .. . fast ...in 
your store. Write now for details. 


YOU SAVE MONEY...YOU SAVE TIME...WITH DEXALL 


A single nearby source keeps your low inventory requirements at 
peak efficiency. Place one order. . . save on freight costs! 


DESHLER PRODUCTS CO., Deshler, Ohio 


distributed by The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, Inc., Detroit > John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pittsburgh * The Martin-Senour Co., Chicago 
The Lowe Bros. Co., Dayton * Rogers Paint Products, Inc., Detroit 
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fo watch... 


American Lumberman, December 8, 1958 


LU-RE-CO BOTTLENECK WILL BE BROKEN. A dramatic, far-reaching financing 
service for dealer members of the Lumber Dealers Research Council 


is on its way. 
A.L. has learned that it will be as comprehensive as any of 


financing support offered by national prefabs to their agents. 
This will remove one of the major sales drawbacks of lumberyard 


component fabrication. 











Many Lu-Re-Co members interviewed at the NRLDA Exposition 
expressed the opinion that no more money should be spent 

for engineering. Instead, emphasis will probably be on 
merchandising. With financing help and greater merchandising 
to both consumer and the trade, dealers say there should be 
no limit to the expansion of the Lu-Re-Co component system. 











THE FAVORABLE SUPPLY-DEMAND balance for housing must be kept in mind as you 
read spot news reports. A recent FHA survey shows selling prices as 
remarkably steady for both new and existing homes. Nearly two-thirds of 
the new homes were priced from $11,500 to $17,000 and the time required 
for selling has shrunken significantly. 








Scare buying, fear of inflation and desire for a hedge for the future 
is now helping to close many sales. It may be anticipated that this 
feeling will increase in 1959 as government expenditures grow in spite 


of an unbalanced budget. 











THE NAHB CONVENTION at Chicago next January already promises to be an event 
worth watching from several points of view. It might be summarized in 
three words — financing, products, components. 


Financing, easier mortgage terms will dominate the convention with 
plenty of fireworks for Congress then in session and considering a 

new housing bill. Project builders, especially, face a grim year unless 
they see a green light on funds... and fast. It will not be a boom 
year unless they have time to plan ahead. 











New Products seem scarce for this show as we go to press. Not too 
much of great significance. Product selling, however, will be at 
an intense pitch, because almost every manufacturer must sell more 
next _ year. Buzz sessions will help make many a sale for you in 
February and March. 








Components have more spots on convention programs. There's greater 
interest from manufacturers — many will show new systems they have 
developed in labs or at the building site. The big sell will be on 
greater profit for a builder using modular or custom components. The 
Savings are now becoming more concrete, will be talked about soundly, 
Should interest every dealer looking ahead. 





THE PLASTIC INDUSTRY'S growing interest in construction is seen in a four-part 
discussion "Plastics in Building" scheduled for January 27-30 at the 
Plastic Engineers Convention in New York City. 





Significantly the emphasis now is on wall and ceiling component 
panels where large footage could be sold. Some concern is expressed 
over union opposition if plastics become competitive and widely 
specified for home building. Industry experts indicate 

the real problem is more basic — union feeling against the principle 
of factory components, regardless of materials used. 
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what's te PRICEP 


The market generally is weak on lumber but good to ex- 
cellent on building products. Bad weather has slowed sales 
somewhat. Lumber feels in addition the normal slow-down 
common to this time of the year. 

Lumber prices continue to slide to levels below those 
reported on this page just two weeks ago. It appears that 
yards have good inventories and won’t be back in the mar- 
ket in volume for some time unless we have a very open 
winter for building. Transits are weak and fewer are being 
sent out. 

Green fir at the mill dropped $1 and upper fir items are 
soft. Plywood is riding at $76, but there is hedging even on 
this price. All shingles are weak, particularly No. 2’s. No 
l’s are going for $10.75 ard No. 2’s for $6.50-$6.75. 

Lumber national, as reported by NLMA, showed ship- 
ments 8.1% below production for the week ending Novem- 
ber 15. New Orders were 9.1% below production. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $130 $127 $140 $147 $132 $125 $114 $ 99 
Std. & Btr. dry R/L 2x4 $140 $155 $158 $130 nee 

Std. & Btr. / $130 $146 $150 $130 
Std. & Btr. mee $175 $158 $135 
Boards: Std. & Btr. green R/L 1x6 and 1x8 —— $143 $150 $120 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $135 $140 eens 
Std. & Btr. dry R/L 2x10 1 $145 $140 — 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $142 $145 —_— 


$ 91 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L S4S or 
shiplap - $220 $240 
No. 3 & Btr. dry R/L 1x8 $45 or 
shiplap $180 $188 
No. 4 Btr. dry R/L 1x8 $45 or 
shiplap - $140 $145 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $102 
No. 2 & Btr. dry R/L 2x10 $110 
Boards: No. 2 & Btr. dry R/L 1x8 S45 or 
D & M or shiplap $118 


Hardwood flooring: 
Clear ook 25/32"x2¥,” $278 
Select ook 25/32"x2¥,” $265 


Wood Siding: 
Redwood bevel siding 3x4”x8” $222 
Cedar bevel siding 3x4”x8” $230 


Wood shingles: 
Cedar shingles 5/2 #1 Bive 
Label SQ 





PLYWOOD: 
Fir, Ve" DFPA-AD interior glue 
Fir, %" DFPA-AD exterior glue 
Fir, %” DFPA-CD sheathing 
Fir, Y2” DFPA-CD sheathing 
Fir, %” DFPA-CD sheathing 


MILLWORK: 
Phil. mohogany flush door 
14%”-2-6x6-8 
Birch flush door 14%”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 








BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails, 100 Ib 


ooN 
33S 


NWN Ne 
So 
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aw 
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Ceiling tile 12”x12” per 
Acoustical tile 12”x12” per M 
Y¥,” insulating building board 
25/32” insulates sheathing 
%” gypsum wallboard 


ya 
—) 


aw Ow ou. 
B&e2sss 
CEAre “eu 
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SvKanvwon— 
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GER-PAK-—-THE SHORT WAY TO SAY SUPERIOR POLYETHYLENE FILM 
Py” under slab provides the ultimate in sotest 


‘ s 
ee PP. 


Designed 
ows To Meet FHA 
oe as Requirements 


Really widen your profit horizon! Promote 
GER-PAK Film versatility to both your builder 
and farmer customers. Unmatched in construction 
as a moisture, water, dust or air barrier... con- 
crete curing blanket ... protective canopy ...and 
for dozens of other uses. While on the farm, 
GER-PAK is tops for plastic greenhouses, mulch 
film, hen houses, windbreaks, silage covers, fumi- , 

. GER-PAK Film is used in two-layer panels for this latest type of plastic greenhouse. 
gation blankets, and many other uses. Tap the — 
double polyethylene film market in your area now. Pees iN 
Order GER-PAK Film from your distributor today! WAS he Sh 


\ 


14 
DBI 
ra 


Va ea 


CHOICE DISTRIBUTORSHIPS OPEN in some areas. Moisture-vapor Silage Covers Materials cover Inclement weather 


Write for facts. barrier protection 


NEW, COLORFUL ADVERTISING—Pre-sells in the 
most-read, most-influential architectural, builder 
and farm magazines. 


FREE SALES AlDS—Counter cards, swatch cards, 
displays, ad mats and other valuable aids available 
through distributors. 


LARGEST SELECTION OF WIDTHS—From 10 in. 
up to 40 ft. wide. 


CHOICE OF COLOR—NATURAL, opaque 
WHITE, sunlight and weather resistant BLACK. 


EASY-TO-HANDLE PACKAGING—Even sha, 
40 ft. widths come conveniently pack- § =z 
aged in 10 ft. cartons, sue 


Virgin Polyethylene Film 
Gering Products, Inc., Kenilworth, N.J. 


Gering Products, Inc., Kenilworth, N.J. AL-12 


Please send me complete information and samples of 
GER-PAK polyethylene film and Miracle Tape. 


Name 





Address 





City State 





pew e canwenenanaeem 


ee 


My distributor is, 








me 
w 
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Hats off to 
Hobbs Wall 
Redwood! 




































The quality is there and the value 


is there . . . in every single ship- 
ment of Hobbs Wall Redwood. As 
it has been for over 93 years. Along 
with cheerful service, prompt ship- 
ment. 

Get to know your Hobbs Wall 
wholesaler or commission man. 


Write or wire us for his name. 


HOBBS WALL 


Hobbs Wall Building, 
2030 Union S$t., San Francisco 
Fillmore 6-6000 + Teletype SF-761 





Hobbs Wall is Exclusive Distributor for 


WILLITS REDWOOD PRODUCTS Co. 
A CRA Mill 












A builtin home vacuum cleaning sys- 
tem is being promoted successfully by 
a number of retail lumber dealers. The 
system can be installed in either new or 
older homes. 

It is not expensive, dealers point out, 
in relation to the service it provides. 
A good vacuum cleaner costs over 
$100 and the builtin system, dealers 
report, can be installed in the average 
home for $300-$350, retail price. 

The advantage is that a few conven- 
iently-located inlets (three is sufficient 
for most homes) in which a vinyl plas- 
tic hose is inserted, will clean the entire 
house. The system eliminates the con- 
ventional vacuum cleaner, providing 
“dustless cleaning” with less effort. 

“One of these systems should be in 
every new home,” says Harold Kerlan- 
der, sales engineer for Equity Lumber 
Co., Painesville, Ohio, which has made 
about a dozen installations. 

About half of Equity’s installations 
have been in older homes. Vacu-Flow, 
as the system is called, is a feature of 
the model home recently opened by 
Equity. 

“Once you get a lead, the percentage 
of sales is high,” says Kerlander. 

Two other dealers who are promot- 
ing this specialty item are Marling 
Lumber Co., Janesville, Wis. and Aus- 
tin Lumber Co., Erie, Penna. Each 
firm has sold several units. Equity 
Lumber has handled a motel installa- 
tion and installed a unit in each of two 
apartments converted from an older 
home. 

The vacuum tank and motor which 
provides the suction power can be lo- 
cated in the basement, garage or utility 
room. It is connected with the electri- 
cal inlets by slip-joint assembly tubing 
in 8’ lengths; there are no threaded 









CONVENIENTLY-LOCATED INLETS per- 
mit fast, easy cleaning. 


Dealers Sell Builtin Vacuum Cleaner 















DISPLAY UNIT at Marling Lum- 
ber Co., Janesville, Wis., dem- 
onstrated by manager John 
E. Marling. 


joints, a brush-applied adhesive being 
used to air-seal the connections. The 
tubing is 2” O.D., 20-gauge, zinc-coat- 
ed steel; fittings are 2” O.D., 18-gauge, 
zinc-coated steel, slip-fit design. The 
light-weight hose comes in lengths from 
14 to 28 feet, 21 feet being standard. 
The four-foot wand comes in two, two- 
foot sections; the package includes the 
conventional accessory tools. 

A complete sales floor display unit 
is available with the tank and cut-away 
partition showing installation details on 
one side and accessory tools, hose and 
demonstration photos on the other side. 

Several lumber dealers have distri- 
butorships and a dealer selling to build- 
ers is eligible for a distributor’s dis- 
count. For more information write H-P 
Products, Inc., Dept. A.L., 510 West 
Broad St., Louisville, Ohio. 








TANK RECEPTACLE is usually located in 
the basement, garage or utility room. 
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Check your AIM"... Fidler's does... 
Acme Steel Strapping cuts loading time 84% 






FIDLER'S MANUFACTURING CO., INGLEWOOD, CALIF., looked for 
a way to cut their carloading time of 48 man-hours. They turned 

to their Acme Idea Man for suggestions. 

A method was worked out using heavy-duty Acme Steel Strapping 
instead of wood bracing, and the carloading time has been cut to less than 
8 man-hours (Idea No. U1-15). The car is draped with steel strapping 
anchored to the studs in the car walls. Then, steel strapped, palletized units 
of Fidler’s ‘“‘Kambercore” doors are loaded in the car. A wood gate is put 
in place, and straps are tensioned and sealed on the face of the gate, 
holding the doors firmly in position. 

Customers prefer this technique, too—the doors arrive in excellent 
condition, and are unloaded faster. 









Acme idea Man 
Bob Rosenberg has 
furnished time-saving 
ideas to Fidler’s and 
many other 
companies. 








*Check your Acme Idea Man. His suggestions have saved time and 
money—and eliminated shipping damage—for many companies. 

Write Dept. ALU-128, Acme Steel Proudcts Division, Acme Steel Company, 
Chicago 27, Illinois. In Canada, Acme Steel Company of 

Canada, Ltd., 743 Warden Ave., Toronto 13, Ontario. 


aT STEEL STRAPPING 
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Four lengthy meetings of the NRLDA executive 
committee preceded their vote to adopt certain 
recommendations of the ‘‘Cresap’’ management 
study as soon as practical. The original Cresap 
Report is described below and on following 


pages. 





Other recommendations by the management 
firm were rejected by the executive committee 
and still others will be studied further. The board 
of directors approved the recommendations of 
the executive committee one day preceding the 
NRLDA Exposition. 


Below are the immediate recommendations 
voted by the board of directors: 





1. Hire director of Member and Federated 
Association Relations. (See description of this 
new service below). Will start work not later than 
July 1, 1959. 


Extensive new services to secure the enthusiastic support 
of the grass-roots dealer were adopted by NRLDA’s board 
of directors meeting in Chicago prior to the Exposition. 


The new services are part of a sweeping reorganization 
program proposed by the Chicago management firm of 
Cresap, McCormick and Paget. Prepared after a four-month 
study and interviews with over 100 key dealers, the $30,000 
report listed seven major problems confronting the National. 


Solutions for these problems and a “plan of action” was 
proposed in the report. It was acknowledged that additional 
income of $45,000-$60,000 would be necessary to finance 
the proposed new services. 


Cost of the new services would be met by a proposed 
new dues schedule starting January 1, 1961. This new dues 
structure would provide an estimated annual ordinary in- 
come of about $245,000. (Dues accounted for about $185,- 
000 in 1957.) 


To finance some of the proposed services immediately, 
it was suggested that “extraordinary income” (Exposition 
profits, for example) be used temporarily. 


Key to the necessary additional income is the individual 





46 


Basic Changes Voted by NRLDA 
Following Management Study 








NRLDA Expansion Approved 
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2. Hire Director of Market Research and a Di- 
rector of Operations Research when funds be- 
come available. (See descriptions of these jobs 
below.) 


3. One or more staff vice-presidents in addition 
to regular executive vice-president. 


4. Board of directors: each elected Federated 
association president will automatically become 
an ex-officio member of the board of directors 
of the National with voting power; members of 
the board of directors will be elected, not ap- 
pointed, by the respective Federated associa- 
tions; regularly elected board members will serve 
one three-year term and can succeed himself for 
one term; thereafter, no board member can suc- 
ceed himself for at least one year. 


5. Executive committee: appointed as previ- 
ously, according to Article VI, Section 2 of the 
by-laws. 


dealer. Will he buy the new services by paying higher dues? 
Will the new services attract new members? 


Financially, at least, the successful execution of the pro- 
posed program appears to hang on those questions. 


The report was replete with evidence that the dealer has 
become the forgotten man in an organizational maze, top- 
heavy with “brass” at the national and local levels. 


Many recommendations in the report emphasized the 
need for increased dealer direction and control of the Na- 
tional. There is only a slim chance of solving association 
problems, the report contended, unless more dealers will 
devote more time to association affairs. 


A small group of dealers, it was noted, have given un- 
selfishly of their time and talent, but their number is not 
sufficient to guarantee dealer direction. 


Meantime, the report claimed NRLDA problems are 
serious enough to demand prompt action. The management 
firm called for the immediate and complete adoption of its 
recommendations, pointing out that three previous piece- 
meal attempts to solve NRLDA’s basic problems had failed. 






















































NRLDA’s MAJOR PROBLEMS 


They are many and complex, but they 
can be solved by cooperative effort, con- 


tend management people. 


Among the critical problems facing the National, the 
following were listed in the report: 

1. Fundamental disagreement on the purposes and func- 
tions of NRLDA. 

2. Lack of dealer direction and control—blamed on a 
bad organization structure. 

3. Poor liaison with dealers, state and regional associa- 
tions. 

4. Absence of indicated successor to H. R. “Cotton” 
Northup, 63, NRLDA executive vice-president. 

5. Services offered by National (education, industry and 
public relations, for example) are “less than top quality.” 

6. Poor relationship between NRLDA and Federated 
associations. (Personal animosity, weakness in dues struc- 
ture and membership growth.) 

7. Insufficient income to cover services approved by 
board. 


MAJOR RECOMMENDATIONS 
They will cost money, but they should be 


enacted to provide needed dealer services, 
advises the report. 


Here are the highlights of the major recommendations 
made by Cresap, McCormick and Paget: 

1. New services: Member and Federated Association 
Services; Market Development; Dealer Operations Re- 
search. (See “New Dealer Services” for details.) 

2. Committees (including Board of Directors and Ex- 
ecutive Committee) should be more responsive to dealer 
interests. 

3. New 44-man Policy Board for greater dealer direc- 
tion and control than is possible with Board of Directors. 
(This recommendation was rejected by the Board.) 

4. New administrative vice-president to be groomed as 
successor to H. R. “Cotton” Northup upon his retirement. 

5. More dealer directors for better working relationship 
between National and Federated associations. 

6. Funds and services to be classified as “ordinary and 
basic” or “extraordinary and special.” Basic services would 
be supported by dues and other ordinary income; special 
services, if dealer requested, by extraordinary income— 
Exposition receipts, special manufacturer contributions, etc. 


1. Adopt the report in toto or throw it in the 
ash can, advised the management group in substance. 
Procrastination, inaction and piece-meal compliance, 
they predicted, would kill it. 

2. Highly critical of the NRLDA administrative 
setup and operation, the report was nevertheless 
complimentary throughout of work done by the 
executive vice-president, H. R. “Cotton” Northup. 

3. Suggested: annual reports of NRLDA activi- 
ties should be sent all dealer members, starting this 


year, 
4. Recommended: continuance and expansion of 
annual NRLDA Exposition. 


5. Public relations, the investigation disclosed, is 
one of the most ineffective NRLDA activities. 








The Cresap Report: What It Said 


poo HIGHLIGHTS & SIDELIGHTS OF THE CRESAP REPORT 











NEW DEALER SERVICES 
Three new departments are proposed to 


help rank-and-file dealers solve their prob- 
lems. 


Backbone of the overall report is the proposal for three 
new services to strengthen membership in the Federated 
associations and provide more help at the dealer level. 


These new departments are: Member and Federated 
Association Relations; Market Development; Dealer Oper- 
ations Research. 

1. Member and Federated Association Relations. The 
main purpose of this new service is to help Federated 
associations build their membership. This is set up as a 
full-time job for three years for an NRLDA executive, who 
would also serve as a liaison officer between the National 
and Federated associations. A tentative NRLDA goal would 
be 5,000 new members. Current NRLDA membership is 
about 12,000. 


Suggested date to start this first service: not later than 
November, 1959. 

2. Market Development. Various phases of this service 
would embrace marketing research; industry relations; 
merchandising and promotion. 


A Director of Market Development would supervise the 
work of this department. 

Original statistical studies of the industry and other in- 
formation would be provided dealers to help them analyze 
their local markets and interpret business and economic 
trends. 

Suggested date to begin Market Development Service: 
within six months of start of Member and Federated As- 
sociation Relations. 


3. Dealer Operations Research. This branch would in- 
clude the present materials handling work and educational 
activities now under NRLDA. It would take over that 
phase of research activity of the Lumber Dealers Research 
Council tied to dealer operations. 

The management study proposes research into every 
needful phase of a dealer’s business. Suggestions: inventory 
control; yard layout; package selling. 

Research would be one of the “special” as contrasted 
with one of the “basic” NRLDA services financed by 
money outside income from membership dues. 

The following “basic services” were recommended for 


immediate adoption: National Affairs, Government Rela- 
(continued on next page) 








Recommendation: employ outside public relations 
firm. 

6. No new dues advances were proposed for 
1959; new schedule would start January 1, 1961. Flat 
rate per dealer membership retained. 

7. Advised expansion of board of directors by 
50 dealers. 

8. For consideration: new name for National to 
reflect broader scope of dealer’s activities. Suggested: 
National Lumber and Building Material Dealers 
Association. 

9. Open and secret warfare between the National 
and Federated associations and their representatives 
must stop, the report warned, if progress is to be 
achieved. Few dealers, it was pointed out, would 
tolerate such conditions in their own organization. 
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CRESAP; REPORT 


(begins on page 46) 





tions, Market Development, Public Relations, Member and 
Federated Association Relations and Administrative Serv- 
ices within NRLDA 

Recommended for adoption at the earliest possible date 
were these “special services”: National Exposition, Dealer 
Operations Research and Merchandising and Promotion 

Suggested date to start Dealer Operations Research: 
within six months after launching Market Development 
Service. 

The report pointed out that the National fails to offer 
many services available in other trade associations. Among 
them: labor relations counsel and assistance; financing 
counsel; research in retail lumberyard problems outside 
materials handling 


Northup Comments on Management Report 


“The Cresap report spares nobody in its analysis,” de 
clared H. R. “Cotton” Northup, executive vice-president of 
NRLDA. 

“I call it, ‘an outsider looks inside the national retail 
lumber industry.’ 

“What it means is that it’s high time the people in this 
room (NRLDA board of directors) should get together if we 


BULKY REPORT by Chicago management firm calls 
for drastic NRLDA reforms. 











are really going to be of the assistance we ought to be to 
the industry. 

“We have to think alike. We have to discuss and reach 
agreement on our functions.” 





NATIONAL RETAIL LUMBER DEALERS ASSOCIATION 


RECOMMENDED ORGANIZATION PLAN TO GO INTO EFFECT 


JANUARY 1, 1961 

















































































































NRLDA ORGANIZATIONAL STRUCTURE as p 













































































roposed in the Cresap Report. The board of direc- 
tors approved parts of the report on November 22, but full implementation of the above 
structure is unlikely, dealers say. 
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Why PENNVERNON 
Is more than just 
“window glass” 


Slowly, carefully, a sheet of molten glass 1s 
drawn through this vertical shaft—touched by 
nothing but jets of air—until the glass has been 
carefully control-cooled beyond the danger of 
injury. This processing technique eliminates 
the verte al lines and scars which appear In 
ordinary window glass that is subject to abra- 
sion before it cools. Vertical drawing with 
controlled-cooling produces brilliantly clear, 


smooth, unmarred surfaces on both sides of the 





sheet—characteristics that make PENNVERNON 
nore than just “window glass.”” The pains- 
taking attention to detail in this process is 


evident in every ph ise of Pt NNVERNON S$ Manu- 


facture— making it the quality leader in its field. 








What does this mean to you? 


Whether you are ordering glass for the win- 
dow sash you make, or buying sash with glass 
already installed, your responsibility is to give 
your customers the highest quality window 
glass for the job. Customer satisfaction is your 
stock in trade—for satisfied customers will be- 
come steady customers. You can be sure that 
PENNVERNON Window Glass, with its beauty, 
durability and true vision, will not only sat- 
isfy, it will delight your customers 

Contact your nearest Pittsburgh Branch or 
Distributor for details on quality-crafted 
PENNVERNON. Pittsburgh Plate Glass Company, 


632 Fort Duquesne Blvd., Pittsburgh 22, Pa 


PENNVERNON® 
... not just window glass 


SYMBOL OF SERVICE FOR SEVENTY-FIVE YEARS 
PITTSBURGH A GLASS COMPA Y° 


IN CANADA: CANADIAN PITTSBURGH INOUGTRIES LIMITEO 
& wae) 
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WINNING CONTESTS is getting to be a 
habit, president Ross W. Beatty tells Ray, 
congratulating him. 


(1) Congratulations! and (2) “Off We Go” . . 


GETTING READY means packing and the 
“boss” lends a hand with a pair of fresh- 
ly-creased trousers. 





“SO LONG, FOLKS!” waves daughter 
Lorelei, as parents leave their Oak Lawn 
home for drive to Chicago. 


Prize-winning manager Ray Shank and wife, Jeanette, take you on 


GRAND TOUR OF NRLDA SHOW 


Ray Shank is both a lumberyard manager and a prize- 
winning salesman. 

As a manger, he heads the new Orland Park store of the 
I. N. R. Beatty Home Center, one of eight yards operated 
by the I. N. R. Beatty Lumber Co. in Illinois. 

As a salesman, he has just won his third company- 
sponsored sales contest this year, this one a combination 
sales-collection event. Incentive: a “Hilton Holiday” pack- 
age weekend for the winner and his wife during the 


(6) Bus to the Hall (7) 






BUS TRIP to Amphitheatre reminds the Shanks 
of their early life in Chicago. 


On With Badge 


RAY IS READY for the grand tour of the Ex- 
position as soon as wife pins on identification. 


NRLDA Exposition (Nov. 22-25). 

Ray wanted to win, but his wife, Jeanette, wanted to win 
just as badly. She told Ray, jokingly, that this was a good 
time for a second honeymoon. 

Well, as you can see, Ray won. And he and Jeanette had 
a weekend they will long remember! 





Footnote—Rays’ advice: “Make the collection before, 
not after the sale!” 





7 POWIR 

























(3) Checkingin... 


NO. 1 COUPLE to register for weekend 
hotel package, Ray and Jeanette ‘‘sign- 
in" at the Hilton desk. 





= 








(4) Kickoff Breakfast and 


(5) Meeting the Keynoter 


KICKOFF BREAKFAST finds Ray at the front-row table with oth 
er Beatty personnel to hear National Gypsum’s president Baker 
call for better salesmanship. Left, Ray congratulates Baker on 
his speech. 


Eyefull 
of Ideas 
at 208 
Booths 


ACRES of products at- 
tract Ray and Jeanette as 
they meander up and 
down the aisles. This is 
Jeanette's first National 
show and she found it 
interesting. 

(continued on next page) 








(9) Plenty of Learning at Product Booths 


BRAND-NEW DESIGN in plastic-finished wall paneling, which 
attracts Jeanette as district manager Fred A. Madsen explains 
the features. 


NEW POWER DRILL (1/4’’) provides direct drive for 14 tool at- 
tachments. ‘I'd like this for Christmas,"’ Ray tells his wife. 


(12) Gets Updated on Lu-Re-Co and (13) Fork Lifts 


NEWEST HOME DESIGNS offered by Lu-Re-Co are LIFT TRUCK unloading box car shipments is the focal 
pointed out by salesman George Messner as Ray Harrell, point for the Shanks in the big materials handling dem 
Lu-Re-Co executive vice-president, stands by. onstration area. 


(14) Alerted to Improved AL—and AL Services 


Increased news coverage 


Easier to read 
More useful information 


CHICAGO ARCHITECT Jim __Lindenberger, 
' ’ American Lumberman’s architectural consultant, 
sketches t he designed and whi 
REGULAR AL READER, Ray gets a rundown on American Lum- wa — 
berman’s ‘new look’’ from circulation manager Bob Monetti. : 
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(10) Meets 
New 
NRLDA 
President 


———— 


and (11) 
Greets 
Old 


Friends 


Se 


NEW NRLDA PRESIDENT H. W. Blackstock asks SECOND PRIZE WINNER Edward B. Keeley, man- 
ager of Beatty’s Wilmington yard, and wife visit 


Ray to come out to Seattle and help with his col- 
the Shanks in their hotel room. 


lection problems. 


(15) “Oh, What a Beautiful Mornin’ ” 
—With Breakfast in Bed at the Hilton! 


& 


“HOME WAS NEVER LIKE THIS!”, says Jea- 
nette, between mouthfuls, reveling in break- 
fast-in-bed luxury most wives dream about but 
never experience—a satisfying climax to a 
weekend of education, fun and adventure. 





MAJOR TREND REPORT 


PACKED “COURTROOM” hears ‘‘Judge’’ William F. Foley, 
Belleville Lumber Co., South Bend, Ind., give his summation to 


the jury of dealers. 


RLDA 


ODUCTS ExPosTio 


9 PEW 20Stig © EMDR Siyp 


TRUCK DRIVER ROTH, victim of a slip- 
ping clutch and lack of management di- 
rection, leaving the witness stand. 


NRLDA Clinics Which Pulled the Crowds 


LADDERS YD 


POOR SALESMANSHIP and lack of initiative on the part of his 
employe is ‘driving me nuts and into bankruptcy,'’ employer 
McCutchan testified. He is being examined by Atty. H. Wayne 
Loer, counsel for management. Richard B. Finch, clerk of the 


court, left. 


APPEALING TO THE JURY, Philip S. Kappes, counsel for em- 
ployes, accuses management of failing to inspire interest, 
loyalty and initiative on the part of employes. 


“Trial” of management vs. employes is headline attraction 


GUILTY! OR NOT GUILTY! 


You're the jury. Check the ballot on opposite page 
(based on evidence presented at NRLDA Exposition ‘‘trial'’) 


and see how your firm would rate. 


the many ramifications of the subject, 
but the evidence presented has been 
summarized in the principal argu- 
ments “for” and “against” manage- 
ment and employe on the opposite 
page. 


Who is guilty—employer or em- 
ploye—for the rapidly declining net 
profits over the past few years? 

An attempt to answer this question 
or more accurately, to point out rele- 
vant evidence on both sides, was pre- 


54 


sented at a special Exposition “trial,” 
which proved so popular that a “con- 
tinuance” was granted for a repeat per- 
formance, which also played to a 
standing-room-only audience. 

No verdict was reached in view of 


In his charge to the “jury,” Judge 
William F. Foley made these observa- 
tions: 

“That employes are expected to ex- 
ercise a normal amount of common 
sense in the performance of their du- 
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The Verdict is Yours—Guilty! Or Not Guilty? 


(Statements below were based on a national survey of both 
lumberyard owners and employes.) 


FOR THE EMPLOYER 


GUILTY 


Fail to spend adequate time interviewing and check- 
ing references of new employees .................... 


Fail to properly introduce new employees to other 
employees and the physical plant 


Fail to provide new employees with adequate initial 
training and older employees with continuous 
training 


Fail to provide detailed and written list of each 
employee's responsibilities ............... : 


Criticize or correct employees in front of customers 
or other employees 


Display favoritism by deciding who's right or wrong 
instead of what's right or wrong 


Fail to advise employees as to progress of their work 
through regular interviews eae 


Fail to adequately analyze employee requests for 
raises, special favors, etc. 


Fail to establish clear lines of authority and respon- 
sibility a peashs 
Fail to encourage good work or properly correct 


ae earen 


Fail to participate personally in company sponsored 
functions and training activities ..................c0000+. 


Fail to permit employees to attend industry meetings 
and training activities .... sovsins 


Fail to set specific objectives and goals for em- 
PROD UD OIIE oi cn ins csescsics sinscsocsseressvesccsasse : 


Fail to encourage employee's participation in outside 
civic and social activities 


Fail to maintain adequate contact with employees 
personal and family problems 


Fail to advise employees of changes that will directly 
affect them or their jobs 


Fail to follow through with new activities and pro- 


NOT 
GUILTY 


FOR THE EMPLOYEES 


NOT 
GUILTY GUILTY 


Fail to properly care for mechanical —- 
trucks, machinery, office machines .. 

Fail to assume responsibility of and care for pany 
keeping chores, keeping office clean and neat, 
cleaning and stocking displays 

Giving unauthorized discounts . ’ 

Fail to follow through on prospective sales 

Fail to make thorough sales presentations ... 

Fail to “prospect” 

Fail to perform all duties thoroughly 

Fail to organize work and time properly ... 

Fail to trade up or down on sales ..... 

Fail to maintain neat appearance at all times 

Fail to get along with fellow employees 

Fail to work as a member of the team . 

Fail to take greater interest in work . 

Fail to set self-established goals ...... 

Fail to maintain high morale . 

indifferent attitude toward job and company 

Lack of appreciation for job and conditions of work... 

Fail to follow company rules and policies .... 

Fail to be complete and accurate 

Fail to arrive at work on time 

Fail to understand and appreciate management's 
problems saan bines 

Fail to recognize waiting customers 

Fail to wait on customers immediately 





(The major complaint in the Case of the Employers’ Dilem- 
ma was that sales volume in the retail lumber and build- 
ing material industry has decreased at an alarming rate 
during the past few years due to poor Selling techniques 
of employes. ; 

The second charge was that personal production of 
non-sales employes has likewise decreased. 

The third charge was that overhead and operating ex- 
penses have increased without justification due to disin- 
terest, indifference and irresponsibility of employes.) 





ties and to apply such knowledge as 
they would if the business were their 
own. 

“That the testimony points out vivid- 
ly the importance of employes receiv- 
ing more encouragement, financial en- 
couragement too, if you please, in 
bettering themselves by attending in- 
dustry training programs. 

“That management must align their 
thinking more closely with that of 
their employes insofar as more cor- 
rectly recognizing those benefits which 


their personnel are seeking from their 
work.” 

The parade of witnesses included: 
Robert J. McCutchan, Metzger Lum- 
ber Co., Lebanon, Ind., the employer 
on trial; Lawrence J. Putz, manager 
of the retail division, Tonn and Blank 
Lumber Co., Michigan City, Ind., sales 
employe; Norwell Roth, owner and 
manager, Pleasant Lake (Ind.) Lum- 
ber Co., truck driver; W. Calvert 
Brand, sales manager, Dunlap and Co., 
Columbus, Ind., assistant manager. 
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Others active in trial proceedings in- 
cluded: H. Wayne Loer, labor rela- 
tions consultant, Indianapolis, counsel 
for management; Atty. Philip S. Kap- 
pes, general counsel for the Indiana 
Association, counsel for employes; 
William F. Foley, president of the 
Indiana Association, judge; Richard 
B. Finch, field representative of the 
Indiana Association, clerk of the 
court; Ralph Manger, manager of 
Forkner-Manger Lumber Co., Ander- 
son, Ind., foreman of the jury. 
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SEYMOUR SMITH 


YNAP-GUI 


SHEARS 
























































SNAP-CUT Shears will please 
all your customers. Home own- 
ers will like their smooth, pow- 
erful cutting action and many 
gardeners will actually ask for 
SNAP-CUT Tools by name. Be 
sure you have these money- 
making tools in stock. 











Ask your jobber for 
the fast selling line...SNAP-CUT. 








And, ask him about our 
local newspaper promotion program. 







pcamerrg 9 
CA AL * SEYMOUR SMITH & SON, ine. 
“ A atl] Oakville, Conn., U.$. A. vy 


Quatity Tools 
Since 1860 





Sales Representatives 
JOHN H. GRAHAM & CO., INC. 
105 Duane St., New York 8 N. Y. 
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MAJOR TREND REPORT — continued 


Dealers Tell Success With 


Many tips for small-town dealers told at NRLDA Ex- 


position meetings. 


Breakfast clinics at the National Re- 
tail Lumber Dealers Exposition proved 
that lumber dealers will travel a long 
way to hear other dealers tell about 
sales successes; or to hear farm cus- 
tomers or contractors tell how they 
want to buy. 

But other clinics proved that a na- 
tional Exposition is no place for manu- 
facturers to talk about products in 
meetings. Dealers apparently prefer to 
get product information at the manu- 
facturers’ booths and in American 
Lumberman. 

The 1958 NRLDA Exposition, pre- 
sented some of the finest dealer panel- 
ists in its history. Some of the clinics 
were attended by 600 or more people. 
The main points of the panelists are 
told below. 


How to Make Buyers 
Out of Farmers 


A down-to-earth farmer running a 
360-acre cattle operation near Kirks- 
ville, Mo., told an overflow crowd his 
personal reasons for buying from his 
local lumber dealer. 

Earl E. Rogers convulsed the dealers 
with his humor, but was very serious 
in suggestions for making buyers out 
of farmers. 

“Your farmer today is no rube. 
When you get acquainted with him, 
you'll find he reads the same maga- 
zines as you do, listens to the radio and 
watches TV. Farming at one time was 
a way of life, now it’s a business,” he 
said. 

Speaking concretely, he recommend- 
ed that dealers serving the rural trade 
do the following: 

1. Spruce up the place of business. 
Paint, keep it clean and attractive. Spot 
model buildings out front, the right 
building at the right time of year. 

2. Put in better displays in the 
store. The farmer is used to self-serv- 
ice; he, too, makes impulse purchases. 

3. Make farmers welcome with a 
smile. Often they aren’t too talkative, 
but try and put them at ease. Talk 
about community affairs, the farmer’s 
hobby. 

4. Have an area in the store where 
the farmer and his wife can relax. 
They may just sit, but more often 
they’d like to look at farm plans, paint 
colors and wallpaper samples. It could 
be titled a “Farm Idea Center.” 

5. Convince farmers you know your 
products. This is especially important 
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if you plan to sell a higher quality 
product than he originally planned to 
buy. 

6. Don’t try high-pressure. Farmers 
still remember the county fairs that 
try to gyp him. 

7. Remember on quantity purchases, 
the farmer likes to dicker and get a 
small concession on price. Everything 
else he buys in chain stores, etc., 1s 
pre-priced and firm. 

Small yards. Owners and managers 
were especially impressed by a talk 
given by Harold W. Harter, manager, 
Monett (Mo.) Lumber Company. 

“Small yards are going out of busi- 
ness by the dozen,” Harter said, “large- 
ly because they can’t or won’t supply 
the needs of the present day farm mar- 
ket.” 

Harter then described the program 
he uses in two small-town yards. 

He agreed entirely with farmer Earl 
Rogers that a clean, modern store was 
the best advertisement for any rural 
dealer. But, in addition, Harter believes 
in more conventional forms of advertis- 
ing. He uses direct mail, a farm maga- 
zine, radio spots and bright uniforms 
for all employes. Within the yard. Har- 
ter has installed modern store fixtures 
properly merchandised with the latest 
products. 

Harter believes farmers must feel 
they are getting a bargain. With this in 
mind, he buys in quantities to be in a 
position to quote competitive prices. 
He has a special two-day sale each 
spring with all merchandise offered 
at 10% off for cash. 

At Monett Lumber, employes are 
specially trained to talk the farmers 
language. They are kept up to date on 
farm building designs. Harter stressed 
the farmers’ need for flexibility in their 
buildings, because their crops may 
change from year to year. He believes 
pole structures are especially good for 
flexibility. Monett Lumber pushes all 
kinds of financing, including revolving 
credit and maintains close relationship 
with all farm organizations. 

Packages. Everett B. Yost, partner, 
Yost Bros. Lumber Co., Milford, 
Nebr., has built his yard around three 
initiala—YOU. The “Y” stands for 
young ideas, “O” for optimism and 
“U” for understanding the customer’s 
needs. 

In his yard, he concentrates on sell- 
ing complete packages, subcontracting 
all the labor. Yost buys usable lumber 
from old structures from farmers and 
hires back the farmer at going wage 























rates to work on his own package build 
ing. 

Yost must fight nearby cash-and- 
carry yards. He does this by really get- 
ting to know the farmers needs, mer- 
chandising credit, offering free use of 
saws and other yard equipment and 
keeping his operating costs to a mini- 
mum. As he points out, his taxes and 
wages in a smaller town are much less 
than his big-city cash-and-carry com- 
petitor. 

Strangely enough, Yost gets most of 
his competition from the farm ma- 
chinery dealer. Every new gadget may 
postpone the sale of a farm structure 

Heinie Neidig, manager, Barnes- 
Jones Lumber Co., Elgin, Tex., told 
how he went from truck driver to 
manager in just one year. He credits 
his prior experience on the farm and 
patient training by his employers for 
his success. Neidig said he was sent to 
school and that many evenings his em- 
ployers worked with him until late at 
night to sharpen his abilities. Since be- 
coming manager he has boosted sales 
50%. 

Leland E. Bradley, field manager, 
American Zinc Institute, told about the 
farm structures workshops sponsored 
by his organization with farm groups. 
He announced a similar program 
would soon be available for lumber 
dealers. 

Richard E. Spelts, Jr., Spelts of Ne- 
braska, Grand Island, Nebr., was chair- 
man and moderator for the meeting. 
G. Kenneth Milliken, executive vice- 
president, Southwestern Lumbermen’s 
Association, was program manager. 


What's Cooking in 
Kitchens 


“What's cooking in kitchens is prof- 
its. You can make more money sell- 
ing kitchens than in any other depart- 
nent. Lumber dealers have the inside 
track on kitchen sales—you can go 
all the way.” 

These optimistic statements, support- 
ed by evidence from dealers operating 
successful kitchen departments, kept the 
crowd of 200 interested throughout. 

A show of hands indicated that a 
majority of dealers are already engaged 
in the kitchen business, some fabricat- 
ing their own cabinets but mostly buy- 
ing ready-made units. Edwin F. Sem- 
bell, secretary, Illinois Lumber & Ma- 
terial Dealers Association, was clinic 
program manager. 
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Farm Sales, Kitchens, Remodeling, Components 
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PROFITS AND PITFALLS in kitchen sales were described by this 
panel, left to right: H. T. Anderson, vice-president and di- 
rector of sales, Preway, Inc., Wisconsin Rapids, Wis.; Ralph 
Hurwitz, general manager, Barker-Lubin Co., Springfield, IIl., 
clinic chairman; C. C. Jolley, Jolley Lumber Co., Princeton, Ill.; 
Josef J. Karner, kitchen manager, Merritt Lumber Co., Allen 


town, Penna. 


Country _ sales 
kitchens in a small town is a lot differ- 
ent than selling in the city, C. C. Jol- 


approach.  Seiling 


ley, Jolley Lumber Co., Princeton 
(5,765 pop.) Ill. told dealers. 

“Selling volume is one thing and sell- 
ing a satisfied customer is another,” 
Jolley went on. “It took me 11 months 
to sell one woman. On the first visit she 
said she was ‘just looking around.’ 
Another time she said she hoped to re- 
model. On another visit she coinciden- 
tally has some kitchen measurements 
along. And finally we made the sale.” 

Jolley has a hostess at the kitchen 
mart. She demonstrates builtins and the 
latest appliances. Women like to talk 
to a woman on kitchen matters, another 
advantage of a hostess, Jolley contends. 

Selling quality is important, Jolley 
added. He said his firm went into the 
“cheap kitchen business” a few years 
ago to meet competition and later re- 
gretted it. 

“The way to sell kitchens is to be- 
come a specialist and have something 
your competitor doesn’t have,” declared 
Jolley. 

Becoming a specialist, explained Jol- 
ley, means providing competent instal- 
lation to give the job a “finished look”; 
providing special services such as deco- 
rating help; follow-through to make 
sure the customer is satisfied; having a 
good home planning center with a 
check-out system. 

Only 2% of the nation’s homes have 
modern kitchens, said Jolley, emphasiz- 
ing the inside track for lumber dealers 








in profitable kitchen sales. 

Selling the contractor. Service is the 
single most important factor in selling 
the contractor, according to Josef J. 
Karner, kitchen manager, Merritt Lum- 
ber Co., Allentown, Penna. 

Runnerup qualifications are 
scheme help and price. 

To sell the contractor, Karner said, 
you have to show him why he should 
buy from you, probably at a_ higher 
price than he has been paying. You 
have to emphasize the advantage of tak- 
ing complete responsibility for the in- 
stallation, color schemes and _ future 
service. 

The first step is try and follow the 
contractor’s mode of thinking, Karner 
explained. Find out what the con- 
tractor wants, what he has been using 
and try to establish his costs from him. 
Ask him what he expects from a 
kitchen specialist. 

Karner asked those questions from 
his contractor customers. He found 
service overshadowed price. 

“Service is where most of us goof,” 
declared this kitchen manager. “Price 
is just an excuse, not the real reason.” 

Prestige is another factor that sells 
contractor customers. One contractor 
told Karner that the prestige of a Mer- 
ritt kitchen helped him sell his houses. 
The reputation of the specialist will of- 
ten sell the job, Karner emphasized. 

He declared that it’s possible to sell 
appliances to contractors at a good 
(continued on next page) 
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margin. Price on appliances to the vol- 
ume builder, one who is buying many 
other lumber and millwork items, is 
30% markup on cost or 23% on sales; 
to the smaller builder, it’s 50% on cost 
and 3344% on sales. 

Merritt’s sticks to one appliance line 
and sells a $2.50 service policy with 
every installation. Karner makes it a 
point to send out a service man to make 
sure all appliances are checked out be- 
fore the customer moves in. 

“We check every detail, regardless 
how simple the layout,” declared Kar- 
ner, “and we’re on hand when installa- 
tion is made. Selling the contractor is 
strictly service and how you can help 
him sell his house.” 

Profit by mistakes. Ralph Hurwitz, 
general manager, Barker-Lubin Co., 
Springfield, Ill. and clinic chairman, 
spoke on inventory problems, personnel 
and promotion. 

His firm displays five lines of kitch- 
ens in all price brackets. No cabinets 
are kept in stock, only display samples. 
Delivery ranges from three months to 
two weeks. He keeps his supplier source 
as close to home as possible. 

“You must select your cabinets in- 
telligently. You should have steel plus 
wood and in three price ranges. We 
don’t have an installation crew. We sub- 
contract on a per job basis.” 

“We've made every mistake in the 
books,” admitted Hurwitz, relating his 
firm’s experience in kitchens from a 
full-blown department in 1945 with 
complete inventories of cabinets and 


appliances to no-kitchens at all and 
finally to Barker-Lubin’s present setup. 

Based on his experience, Hurwitz ad- 
vises integrating the kitchen department 
into the overall operation. He found 
that creating a separate department 
with a different sales incentive was 
detrimental to the sales of general build- 
ing materials. 

Consequently, kitchen sales _ per- 
sonnel were placed on a straight payroll 
basis with the understanding they will 
be compensated fairly. Result: they are 
making evening calls and selling en- 
thusiastically. 

Regular advertising, sometimes fea- 
turing price but frequently quality and 
service, is Barkin-Lubin’s schedule. An 
electronic oven has been used as a 
successful gimmick for increased floor 
traffic. Another promotional gimmick 
is a 10% price cut for one week only. 
Kitchen displays are changed at least 
once a year. 

Time of decision. Customer demand 
will force dealers into a selling decision 
on builtins within the next two years, 
according to H. T. Anderson, vice- 
president and director of sales for Pre- 
way, Inc., Wisconsin Rapids, Wis. 

Anderson said that lumber dealers 
are the logical outlet for builtins be- 
cause their headquarters is the place 
where other materials are selected. It 
is “imperative” that materials and ap- 
pliances be coordinated, Anderson de- 
clared, because of dimensions and fin- 
ishes. 


A survey by his firm, Anderson said, 
disclosed the following reasons why 
customers buy builtins from lumber 
dealers. 

1. Builtins require 

countertops. 

2. Builtins must be installed by a 
talented mechanic. 

3. Builtins are permanent installa- 
tions. Customers want competent 
advice. 

Anderson admitted that builtins re- 
quire service, but no different in this 
respect than free-standing appliances. 
Selling a service policy with builtins is 
standard procedure. 

Emphasizing the profit end of the 
business, Anderson said that the built- 
in carry a 50% markup or 33% % off 
list. He contended that the lumber 
dealer can get into the builtin business 
with a moderate investment—just a 
display. 

Builtins are the lumber dealer’s next 
logical merchandising step, declared 
Anderson, pointing to aluminum prod- 
ucts, vinyl floor tile, plastic wall tile, 
porch enclosures and house intercoms 
among the new specialty lines added 
by dealers in recent years. 


cabinets and 


Home Improvement Sales 
‘*Know-How"’ Told 


The broad and relatively untapped 
market available in home improvement 
sales to dealers was vividly told by 

(Clinics continued page 62) 





DODGE REPORTS can build your profits! 


This FREE book 


Fill out the coupon below 
and mail it today. It will bring 


you full information on Dodge Reports. How they’re 
compiled and what they tell you about actual future build- 
ing projects. How they can guide the timing of your selling 
and bidding—for greatest effectiveness. How they help 
you concentrate on active prospects and eliminate trial- 
and-error sales pitches. How they assure that you don’t 
, miss a chance for any of the high-profit jobs you want. 


F. W. Dedge Corp ¢ ion News Division, 
119 West 40th Street, New York 18, N.Y., Dept. 2128A 
Send me the book *‘Dodge Reports—How to use them 
effectively'’ and let me see some typical Dodge 
Reports for my area. | am interested in the general 
markets checked below. 

House Construction C) General Building 

Engineering Projects (Heavy Construction) 
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' tells how 


the line 
that offers you 
and builders 
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“t, . 
On is 


investigate 


ALWINTITE 


by GENERAL BRONZE 


PLUS VALUES 


ALUMINUM WINDOWS 


DOUBLE-HUNG * SINGLE HUNG 
HORIZONTAL SLIDING * AWNING 
PICTURE SLIDING 


SLIDING GLASS DOORS 


REGENCY * CORONET 





See our catalog in Sweet's file. For the complete 
story see your local ALWINTITE distributor or 
write to Dept. AL 


GENERAL BRONZE CORPORATION 


ALWINTITE DIVISION 
Stewart Ave., Garden City, N. Y. 
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For distinctive paneling... 


suggest RED CEDAR 


RED CEDAR — distinctive . . . 
Distinctive because Red Cedar features beautiful 
coloring and grain. And practical because of its 
high insulation factor, as well as an exceptional 
resistance to swelling or shrinkage. 

In either knotty or clear grades, Red Cedar takes 
paints, varnishes or stains readily with handsome 


and practical. 


results. 

In construction work, for siding, sheathing and 
subflooring, suggest Red Cedar. This strong, 
weather-resistant, even-textured wood is used wher- 
ever durability and non-warping are important. 
And it is carefully dried, assuring accurate sizing 
and improved working qualities, insuring lower 
maintenance costs. 
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Write for FREE illustrated Facts 
Folder about Red Cedar to: 
WESTERN PINE ASSOCIATION, 
Dept. 701-D, Yeon Building, 


Portland 4, Oregon. 


‘Western Pine Association 


: member mills manufacture these woods to high 
| standards of seasoning, grading and measurement 


idaho White Pine - Ponderosa Pine - Sugar Pine 
| White Fir - Incense Cedar - Douglar Fir - Larch 
| Red Cedar-Lodgepole Pine- Engelmann Spruce 


Today's Western Pine Tree Farming Guarantees Lumber Tomorrow 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
well-manufactured 


dependable quality, 


Appalachian Hardwood products. Con- 


sult them on your next requirements. 


“Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 


Wood-Mosaic Corp., Louisville 9, Ky. 


White ond Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ocak and Maple Strips and Laminated Block and 
Special Pattern Flooring 


*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 


* Member Appalachian Hardwoods 


Manufacturers, Inc 


always specify 
APPALACHIAN HARDWOODS 
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dealers at the Exposition. Describing 
how they serve this market and the 
results they enjoy were Ivan Foley, 
New Orleans, La.; Edward Mathieu, 
Blue Island, Ill.; and James H. Free- 
man, Searcy, Ark. 

“There’s no trouble getting leads,” 
said Mathieu. “The main problem is 
getting enough trained men to follow 
the leads we get.” 

Wiseman, operating in a town of 
6,000 population, is so successful in 
his total selling program, including 
home improvement, that his 1957 sales 
totaled $129 for every person in his 
trading area (Ed. note: Try that test on 
your own sales to see how impressive 
Wiseman’s record is). 

“We got so many prospects the first 
day we opened our home improvement 
service, we had to shut off our ad- 
vertising,” Foley reported. 

Methods told. A wide variety of 
prospect-getting methods were describ- 
ed by the three dealers. Mathieu told 
of a pre-Thanksgiving promotion re- 
cently staged which brought in the 
holders of 900 charge accounts to try 
their luck in winning turkeys. 

“We mailed out 4,000 of Ray Saber- 
son’s ‘Magic Keys’,” Mathieu said. 
“So many people brought back keys 
to unlock our Turkey Coop that I be- 
gan to worry we'd run out of turkeys.” 

As a result of continuous promotion, 
approximately half of the firm’s 4,000 
charge accounts are currently active. 

Foley studied the New Orleans mar- 
ket to learn where the recent custom 
home buyers formerly lived. He found 
75% of them had come from a single 
New Orleans area some four miles in 
diameter. He placed his office and dis- 
play room in the heart of this area. 
Then he designed inis building to have 
great eye appeal, giving attention both 
to architecture and color styling. 

“We've 100 houses going ahead now 
under sub-contract to builders who are 
working with us,” he told the dealers. 

Full mark-up vital. The three deal- 
ers agreed it is important to get full 
mark-up for products and services. 

“We charge full retail mark-up, add 
20% to our labor bill, and get at least 
a 10% management over-ride on the 
total, sometimes as much as 20%,” 
Wiseman said. “In addition, we cost 
every sales ticket so we'll know every 
day exactly where we are, profit-wise.” 

Wiseman has one employe in charge 
of home improvement sales, gives all 
employes sales training every two weeks, 
maintains a 142% advertising budget. 

“We're in the newspaper and on the 
radio every day,” he said. 

Result? His total inventory turns 
5.3 times per year; he’s aiming at a 
5.83 times inventory turn. He antici- 
pates a sales volume of $800,000 for 
1958 


(continued on page 62) 


Red 


your biggest 
profit line 


your fastest 
selling line 


Bs 
puter 


2400 Vauxhall Road, Union, N. J., U.S. A. 
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(Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit 
SELLS BETTER because 
it WORKS BETTER 








Most deale: 

“Out Ss ( > 

ham’s Roel Le y 
Water Putt oo 
doubling, year : ® DONALD 

year.” What’s more, DURHAM 
Durham's Rock- > detail 
Hard Water Putty 

gives you by far the 

best profit margin on 

any product of this 

nature. Use it yourself, and 1 quickly 
see why it sells so fast, and repeats su 

larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. e Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 24, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 35 on Coupon, page 82 


December 8, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





yes indeed — 
whitest in the bag— 
whitest in the mix— 
whitest in the 
completed job! 


TRINITY WHITE 


| TRINIT Y WHITE 


Trinity White is a true portland cement made from materials that 
are free from color minerals. It is an intense and very beautiful white. Makes 
the most attractive of all concrete, either in the pure white or with tinting 
pigments added. A favorite with architects and builders and with 
do-it-yourself home owners. For dealer information write 


Trinity White, 111 W. Monroe St., Chicago 


’ 4 
bd as white if as snow 
plain or waterproofed 


@ product of GENERAL PORTLAND CEMENT CO. DEALERS! 


Send for your copy of this new 
CHICAGO + DALLAS + CHATTANOOGA + TAMPA «+ LOS ANGELES popular booklet for consumers. 
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Materials Handling Tips 


Great strides are being made in ma- 
terials handling techniques by dealers, 
according to evidence brought out in 
extensive materials handling demonstra- 
tions and clinics. 

In addition, evidence was produced 
showing that lumber and building prod- 
ucts manufacturers are becoming aware 
of the benefits to them, saleswise, when 
they package their products for me- 
chanical handling. 


Impact of dealers’ work on materials 
handling was revealed by Stuart Caves, 
Caves Lumber Co., Honeoye Falls, 
N. Y., chairman of the NRLDA ma- 
terials handling committee. 

“One southern Oregon sawmill is 
now loading all its output in the small 
McCracken strapped units,” he said. 
“This mill operator says he saves 50¢ 
per M under his former hand-loading 
methods. Other mill operators are be- 
ginning to see the light, too. And 
cargo ship operators, who carry lum- 
ber to eastern seaboard markets, show 
signs of demanding more money for 
handling unpackaged lumber. Lumber 
packaging helps them unload their ships 
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several days quicker.” 

The materials handling baitle is not 
won yet, Caves commented. 

“Both dealers and producers must 
learn to give a little and take a little. 
because the overall advantages are so 
great in the long run for everyone.” 

Don’t delay. “After you've studied 
your materials handling problem, don’t 
delay taking action,” said Robert Bailey, 
Northbrook (Ill.) Lumber Co. 

Bailey told his experience of doubling 
his yard output while he cut his yard 
employment by 50% and reduced his 
delivery units from seven to three. Re- 
arrangement of his big warehouse for 
mechanical handling gave him_ three 
times the former available storage space. 

Capacity crowds. It was standing 
room only at the afternoon materials 
handling demonstrations. Shown to the 
dealers were new fork truck units 
especially designed for lumberyard use. 

One of these was a new dual-range 
transmission unit of 6,000-pound ca- 
pacity, operated on LP gas. Outstanding 
feature of this truck is its ability to enter 
a box car, yet have full-height lift out- 
side the car. Another fork truck shown 
for the first time has large wheels 
which permit safe operation over rough 
ground as at a job site; the unit may 
be towed to the job site, to be used in 
unloading materials which can’t be 
dumped. 

Newest developments were shown in 
the McCracken and Fowler booms, 
used to speed unloading of packaged 
lumber out of single-door box cars. The 
use of each of these devices was dem- 
onstrated. 

Fred Weber, Consumers Lumber 
Co., Spirit Lake, Ia., told of his ex- 
perience this year in cost-cutting with 
a single fork truck in his rural market 
six-man yard. He kept track of the 
materials he received and accounted 
for the time his new fork truck oper- 
ated. 

“We ran it 302 hours from May 12 
to November 10,” he said. “Of this, 
100 hours was in unloading incoming 
materials, the rest was loading out de- 
liveries.” 

Weber said he estimates he saved 

(continued on page 68) 


McCRACKEN ‘“‘SCOOP”’ is described to 
large crowd by NRLDA Exposition by 
Robert Brown, materials handling direc- 
tor. Foreground is an Allis-Chalmers lift 
truck, one of variety demonstrated for 
dealers. 














ML edalist Merchandising 


program 


ACCLAIMED ACROSS THE NATIO 


CONVENIENTLY 
PACKAGED 


fees 


Sturdy “Select-a-Pak” Woe Ss ae DEALERS PRAISE IT pe A 

box with clear acetate ‘ 

cover permits customer ies OUTSTANDING SALES an 
ine contents ec 

* a nanuel the Y Omp 

package. Extends an 


Medalist . . . biggest news-maker in the hardware field. 
ee... D Select assortments of quality cabinet, builders 
invitation to buy. 


and shelf hardware . . . unique, convenient packaging 
. .. action-stimulating displays . . . all are included 

in the complete program. Put the Medalist program 
to work and watch your sales climb. Write for 


Brochures No. 2122 and No. 2126, with prices. 


S 
STIMULATE 
SELLING 


Encourages self service: 
Designed to merchan- 
dise three Medalist 
Hardware 
and hold display boat 
and demonstrators. 
Eye-carching floor 

unit has heavy 

duty pegboard back 
and sturdy legs- 


Order an assortment, get a display board FREE. 
Includes hangers for wall mounting, or cleats for 


attaching to floor or island merchandising units. 


eo 
Viledalist( HARDWARE DIVISION 


NATIONAL LOCK COMPANY ¢ ROCKFORD, ILLINOIS 
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MASONITE 


1. Shadowvent®. 2. Panelgroove®. Smooth with Vertical grooves. 
Revolutionary system for lap siding. Also Ridgegroove® with vertical striations, 


More variety of design brings you more 


sales of MASONITE exterior panels 


Your builder customer doesn’t have to settle for just one design in order to give 
his homes the many advantages of Masonite hardboard exteriors. 


You can sell him any of the handsome designs shown above— or a combination 
of them—to carry out the finished effect he wants. He will readily avoid ‘‘look- 
alikes” when he’s repeating a basic plan. And he’ll give his customers a solid 
value in exterior protection. 

And we do mean solid value. These knotless, grainless hardboards are really 
tough. They’re made of wood, but considerably denser. This high density min- 
imizes damage in application...makes them more resistant to surface injuries. 


They take and hold paint smoothly, beautifully...repainting is extra years 
away. Summer and winter, over the years, they put up a solid front against the 
weather. 

Ask your Masonite representative for a colorful, illustrated brochure 
describing Masonite® exterior panels in detail. Or write Masonite Corporation, 
Dept. AL-12-8, Box 777, Chicago 90, IIl. 


GIVE IT THE HAMMER TEST! 


Place one of Masonite’s dense siding products on a flat surface. 
Hit it hard with your hammer... observe the results. Do you know 
of another house siding that can stand this kind of punishment? 
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+ 4 , P 4 Hi b 
Siding. 4. Ridgeline® striated surface — 5. Tempered Presdwood®, 4’ x 8’ panels, 
owline wood strips, in panels, siding or shingles. to use with battens. 


3. Lap 
With or without Shad 








nay en nee serena 
eatevee enue 


ervneee nee 


Masonite’s research and product development depart- 
ments work hand in hand to bring you an ever-expand- 
ing line of exterior products. You can keep pace with 
the interest builders are showing in better exterior 
designs—at consistently good profits for you. 


Products ++++«eees a 


ee ee re 
ee ee ee ee 
ee ee 
eee eee eee eee tee ee eam eee 
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eee teereenas 
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Ceaceeeorsnese 





®Masonite Corporation—manufacturer of quality panel products. 
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Three new (iss) Cyclone 
to = increase 


CYCLONE FIBERGLAS SCREENING — pre-cut to standard sizes and 
packaged in ready-to-sell rolls—helps you save time, money and effort 
ah , acne LA : ac" on every screening sale. Just hand your customer a single roll of 
: the proper width in the pre-cut standard length. The time usually 
a “ spent in measuring, cutting, rolling and packaging screening can 
easily be used to make another sale and increase your profits. 


Smart merchahdisers make your 


Attractive floor displayer invites extra sales of Cyclone Fiberglas 
Screening. The shopper's attention is sure to be caught by this color- 
ful merchandiser and he will be reminded that this is a good time to 
replace worn-out screening. He simply selects a roll of screening from 
the displayer—and you ring up another sale, all with a minimum of 
effort. The displayer holds five rolls of each width screening—26”, 28”, 

30”, 32” and 36”—all a standard 66” long to fit most doors and windows. 
When any one size is sold out, replacement can be made from the unit 
refill container. The displayer simplifies your storage problems and 
the screening is always out where the customer can see it. Pre-cut rolls 
of Cyclone Fiberglas Screening—and the merchandiser—are available 
through your regular jobber. Standard 100’ rolls are also available. 








Other (iss) Cyclone Hardware Products 


Cyclone Insect Screening — Galvanized, Aluminum or Bronze 
Cyclone Hardware Cloth - Cyclone Lawn Fence 
Cyclone Flower Bed Border + Cyclone Catch-All Baskets 


Cyclone Fence Department 
American Steel & Wire 
Division of 

United States Steel 


Waukegan, Ill. + Sales Offices, Coast to Coast - United States Steel Export Company, Distributors Abroad 
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Products 


your sales and profits 


CYCLONE “RED TAG” DOOR MATS are made from con- 
tinuously crimped, full mat-width strips of 4%” galvan- 
ized strip steel and tough, round steel wire connectors. 
These mats have many exclusive, customer-pleasing 
features. The ends of the mats are finished with smooth, 
plastic rolls, have no dangerous or destructive sharp 
points to scratch shoes or cause injuries, and the 14” x 
1” mesh is safe for most high heels. 


CYCLONE ALUMINUM ROSE TRELLIS is a brand-new 
item from Cyclone—and is sure to be popular next 
Spring for home gardeners getting their roses in shape 
for June blooming. This strong, sturdy trellis is chain 
link woven of 12-gauge aluminum wire in a 2” mesh. 
The trellis comes 24” wide by 8’ or 10’ long, and it 
makes an ideal support for all climbing flowers or 
vines. The bright aluminum finish stays clean and 
shining . . . never needs painting or maintenance. 


selling job easier — increase impulse buying 


The non-working floor becomes part of your sales area 
when you use this eye-catching merchandise piece to ad- 
vertise the new Cyclone “Red Tag” Door Mat. As your cus- 
tomer comes into the store his attention is sure to be caught 
by this display—especially if the weather is wet or snowy— 
and he will be reminded how this mat could protect the 
floors at home. He picks up his mat in its own plastic bag 
from the convenient self-service display box. You’ve made 
another sale—with almost no time or effort. Cyclone “Red 
Tag” Door Mats are packed six to a carton. With an initial 
order of 2 dozen or more mats, the merchandise piece will 
be given free through January 31, 1959. 
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The attractive rose-decorated container for the new Cy- 
clone Rose Trellis is its own displayer. When you plan 
your Spring displays, include this trellis where it can 
work for you... where it can increase impulse sales .. . 
with your selection of June climbing roses . . . with gar- 
dening tools or outdoor furniture. Another smart mer- 
chandising idea might be to erect this trellis on your wall 
and decorate it with artificial roses. The Cyclone Alumi- 
num Trellis packages are shipped six to a carton. 


American Steel & Wire 
614 Superior Avenue, N. W. 
Cleveland 13, Ohio 


Please send information about Cyclone Aluminum Trellis, 


Cyclone Door Mats, Cyclone Fiberglas Screening 


lama jobber, dealer 


Name 
Firm 


Address 
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$645 on handling the incoming ship- 
ments alone, not including his own 
deliveries. 

“On this basis, we'll pay for our 
$6,800 fork truck completely in five 
years,” he said. 

J. D. May, materials handling ex- 
pert of U. S. Gypsum Co., urged deal- 
ers to make critical analyses of their 
materials handling costs 

“The mere purchase of a fork truck 
doesn’t guarantee cost reductions,” he 
said. 

Sheds shown. A group of dealers re- 
vealed their experiences improving their 
materials handling with better ware- 
house design. 

Sheds Gesigned for end-handling of 
lumber were shown by P. G. Bahnson, 
Fogle Bros. Lumber Co., Winston- 
Salem, N. C.; and R. J. Douglass, 
Weyerhaeuser Sales Co., Louisville, Ky. 

Pole frame “umbrella” sheds were 
recommended by Earle Brenneman, 
Little Rock Lumber Co., Alma, Mich 
He built his for about $1 per square 
foot, he said 

W. E. Hyne, Hyne Lumber Co., 
Brighton, Mich., told how one man 
armed with fork truck and high double 
“horses”, unloads a car of lumber by 
himself at his yard 


NEW FORK TRUCK introduced in Chica- 
go show operates on LP gas, can work 
inside a boxcar, has full lift capacity in 
general yard work. 


Robert Rosenthal, dealer at Crystal 
Lake, Ill., said his four-year old steel 
span building, open at the sides, is an 
ideal lumber storage tool. He reported 
a cost of $2 per square foot. including 
concrete slab. 

Bill Norman, Gaithersburg (Md.) 
Lumber Co., said his 66’ clear-span 
cinder block building has helped boost 
his volume 30% this year. It gives him 
more time for selling. 

Special order-assembly 
ideal for packaging materials for a 
house sale, according to J. W. Bryson, 
Glenn Lumber Co., North Bessemer, 
Penna. With these docks and his fork 
truck, Bryson loads trucks in five min- 
utes; the loads are unloaded at job- 


docks are 


site in 10 minutes, he reported. 

A portable dock at Mayfair Lumber 
Co., Chicago, was described by owner 
Leonard Koenen. His small fork truck 
works inside the box car, gaining en- 
trance on the portable dock. 


Lu-Re-Co and Components 
Draw Record Crowds 


How to Beat the Prefabricator. 

“There isn’t a product I can’t buy 
cheaper from other sources, but | 
still stay with my local lumber deal- 
er who offers Lu-Re-Co.” 

Ward W. Hayes, contractor-builder 
Wyomissing, Penna., began his part 
of a packed NRLDA session on beat- 
ing prefabs with this simple statement. 
He continued: 

“There’s more than price. A con- 
tractor who knows his business ap- 
preciates and makes more money by 
taking full advantage of the many 
services offered by the lumber dealer.” 

Before discussing his use of Lu-Re- 
Co, Hayes said he especially likes 
speedy delivery, help with financing 
and measuring by his dealer on trim 
and hardware. 

Hayes said he was doubtful when 
a lumber dealer tried to sell him Lu- 
Re-Co. However, he had been building 
custom homes in the $50,000 bracket 
at low profit and his interest grew 
when the retailer made the following 











Air-dried QUALITY LUMBER 
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Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


Kiln-dried 


Compicte 
Bed: Shipped 
KD. Easy 
Assembly & 
Mounting 


HARDWOODS — WHITE PINE ——- HEMLOCK - 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 


Catalog and Prices 








REDUCE 


Write, wire, phone for 


delivery costs 


Unload a Load 
or Half Load at a Time 


The R-B Company 


1921 Guinotte, Kansas City 20, Mo. 


—_ 





nee came eens eos 
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proposition: 

* Use our improved land for your 

houses. Pay us after the houses are sold. 

* Pay for materials as you go along or 

after the houses are sold. 

“While this was attractive, we didn’t 
like the house designs,” Hayes said, 
“but when our retailer offered to adapt 
Lu-Re-Co to our designs, we went 
along. 

“We've built over 100 Lu-Re-Co 
homes since then and we are the only 
builder in our area now completely 
sold out this year. Here’s why I like 
Lu-Re-Co.: 

1. Conventionals take two weeks to 
close in. Lu-Re-Co is under cover 
in two days. 

. We can use less skilled men on 
the job—that means lower labor 
costs. 

3. We finish a house faster and be- 
gin getting sizable amounts of 
money in as short a time as 10 
days. It took two months when 
building conventionally. We now 
pay our subs and _ suppliers 
promptly. 

4. We like Lu-Re-Co’s flexibility and 
our dealer’s willingness to modify 
designs almost overnight to suit 
the buyer. We sold 11 houses this 
year under contract in this way. 

5. We are saving $500 to $1,000 on 
each house, plus other intangible 
savings. For example, faster clos- 
in saves us $200 to $250 on heat- 
ing. We now pay $50 during the 
rough finishing state.” 

Sam B. Slaughter, New Richmond 
(Wis.) Construction Co., a division of 
a Central Lumber Co. in that city, de- 
scribed how he sold 50 Lu-Re-Co 
homes in a _ tornado-devastated com- 
munity in competition with a prefaber. 
He also showed slides of a small apart- 
ment building designed for Lu-Re-Co, 
which was converted temporarily for 
use as a grade school. Present plans 
call for sale of the building to the 
school board for teacher housing when 
the new school is completed. 

Another panelist, Arthur Ellis, A. E. 
Dew & Sons Lumber Co., Canastota, 
N. Y., told how he is successfully buck- 
ing prefabers in his area. Kenneth B. 
Lawson, Lawson & Co., Baxter, Ky., 
concluded by telling how he undersells 
prefab competition by as much as 
$1,000. 

Dealer questions showed that effect- 
ive merchandising by prefabers explains 
much of their success. Ray Harrell, ex- 
ecutive vice-president, Lumber Dealers 
Research Council, announced that a 
new Lu-Re-Co sales kit, available Jan- 
uary 1, 1959 will help combat prefab 
competition. He pointed out that 
LDRC was limited in its efforts by 
poor dealer support. There are only 
500 LDRC members and 1,375 deal- 
ers have bought the Lu-Re-Co package. 
Harrell estimated that only 30% of 
these dealers have erected homes. 

“A revival is taking place now and 


tu 


(continued on page 72) 
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“YOU BOUGHT THE BEST”... 


“The best systems of drywall construction are Bestwall Hummer 


Systems,” says Tommy Owens of D 
Tampa, Florida. 

Mr. Owens is pictured at left abo 
the new 4500 home Florida develo 
Mel City. 


rywall Construction Company, 


ve with Mel Larsen, builder of 
pment to be known as Clair- 


All Clair-Mel City homes will have walls and partitions con- 


structed of Bestwall Gypsum wallbo 


ard. 


“For greater economy, increased living space and maximum value, 
the Bestwall Hummer “B”’ modified system of construction was 


chosen,’”’ said Mr. Larsen. 


When you sell your customers Bestwall Gypsum Wallboard, you 


can honestly say to them—‘‘You Bo 
For the latest, most modern info 
construction send the coupon below. 





Your best buy is 


BESTWALL GYPSUM COMPANY 


Ardmore, Pennsylvania : Hummer System, Dept. AL. 1 
Bestwall Gypsum Company | 

ss | Ardmore, Pa. | 

| Please send your FREE catalogs about the Bestwall | 

Plants ; Hummer Systems of drywall construction. 

and Offices | NAME TITLE | 
ac... | 

throughout the ee | 
United States Spirisie 
| cITY STATE | 

« 


FIREPROOS CYPSuy 


ught the Best.” 
rmation on gypsum wallboard 





DEsTVVAUL 


®UILDING provuct® 
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“my masons like — 


AEY WALL 


GALVANIZED MASONRY JOINT REINFORCEMENT 


= best” 








as 











/ 
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When partition walls are to be built later, Keywall may be cut to 
extra length to serve as a wall tie. Then Keywall ends may be 
moved out of the way until needed. Smooth edges of Keywall 
won't cut or tear hands. 


Joe Alberti, masonry superintendent, 
Ragnar Benson, Inc., 
Chicago Engineers-Builders 


Mr. Alberti, as well as his masons, is enthusi- 
astic about this new joint reinforcement. Ask 
one, Joe Wittye, for his opinion, ‘‘I’d use 
Keywall in my own home.” Then ask Ragnar 
Benson designers, ‘‘We’re specifying Keywall 
wherever masonry reinforcement is needed.” 


Note how readily Keywall adjusts to vari- 
ation in brick and masonry courses. Here 
it serves as tie between brick and block. 


You get the same enthusiastic agreement 
whenever you go on a job where Keywall was 
used. Architects have seen its superior ability 
to reduce shrinkage cracks. Its design assures 
full embedment and strong bond. Masons pre- 
fer to use Keywall. They use it as specified. 
Keywall takes little space on the scaffold. Un- 
rolls in place on the wall. Cuts easily. Installa- 
tion is fast—without waste. No wonder that on 
job after job, builders are switching to Keywall. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 


Keycorner « Keybead - Keymesh - Keywall - Welded Wire Fabric - Nails - Non-Climbable Fence 1 


ealers: 


Hardhitting advertising like this 
in the leading builder and archi- 
tectural publications is building 
your sales. Tie in now with Key- 
stone—the profit line. 


aa 


Keywall is easy to apply. You roll out only as much as needed, 
cut without waste. Lapping Keywall gives uninterrupted 
reinforcement without adding to thickness of mortar joints. 























DEALERS TELL SUCCESS 
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1958 should offer encouragement to us 
all,” Harrell said. “Components are 
the only real answer to prefab com- 
petition.” 

Charles E. Benson, executive vice- 
president, Ohio Association of Retail 
lumber Dealers, arranged the program. 
T. Merrit Ludwig, executive vice-presi- 
dent, Merritt Lumber Yards, Inc., 
Reading Penna., and Ray Harrell were 
co-chairmen. 


Lu-Re-Co sales huddles. Over 100 
dealers attended the Lu-Re-Co sales 
huddles held each day of the NRLDA 
exposition. As in other meetings noise 
was a problem—in this case from 
nearby saws. 

Pleading for greater retailer support 
of the Lumber Dealers Research Coun- 
cil, Clarence A. Thompson, Thompson 
Lumber Co., Champaign, Ill., and hud- 
dle chairman, stated that LDRC could 
be useful to about 80% of the nation’s 
lumber dealers but presently only 4% 
had backed the Council. 

Thompson displayed a builder mail- 
ing piece from National Homes, which 
merchandised the benefits of buying 

(continued on page 74) 





Merchandising and Sales “Huddles’ 
Are Good, But Poorly Attended 


Small crowds and difficult working condi 
tions for the speakers plagued the merchan 
dising huddles at the NRLDA Exposition. The 
sessions on store planning, layout, package 
remodeling, advertising and point-of-sale dis- 
play averaged 40 to 45 dealers and there was 
annoying turnover as retailers wandered off 
during the meetings. 


Speakers all complained about crowd noise 
from the convention floor and the blare of 
the PA system from adjoining material han- 
dling demonstrations. They also commented 
that signs directing dealers to the meeting 
room were not adequate and that the manage- 
ment should have used the convention hall 
public address system to rustle up bigger 
crowds. 


Dealers attending the sessions listened to 
well-qualified speakers from the Joseph Guil- 
lozet Co., Cleveland, who spelled out the 
basics on their specialties. Only dealer com 
plaint was that some meetings were just too 
basic. Top retailers at the convention expected 
more advanced, exciting information 


F. B. Fitzgibbon, covering remodeling sell 
ing was especially well-grounded in his sub 
ject. His discussion of using package prices, 
the importance of night closings and salesmen’s 


compensation plans aroused keen dealer in 
terest. 

General verdict: Good speakers not utilized 
to advantage by NRLDA because of poor meet- 
ing rooms, bad scheduling and careless pro 
motion. 

Working side-by-side with the merchandis- 
ing huddles, a series of “sales huddles” also 
faced skimpy crowds and miserable meeting 
room conditions. The session on selling paint, 
for example, began late and with almost as 
many speakers as dealers. The crowd never 
topped 25 people. The average for all meet- 
ings was below 50. 

Aluminum products, with top sales executives 
from Alcoa, Kaiser and Reynolds, fared no 
better. Other sessions on model home merchan- 
dising, advertising, celing tile, farm, kitchens, 
home improvement and other subjects did 
somewhat better but far below expectations 

The meeting room size—100 people at the 
maximum—indicated NRLDA’s opinion that 
dealers had limited interest in sales and mer 
chandising. Obviously, they felt materials han 
dling demonstrations, held at the same time, 
would draw bigger crowds and they were 
right. The adverse effect on manufacturers 
appearing on these programs is serious and 
should be offset by plans for next year. 

G. J. L. 
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Registered 
U.S. Pat. Off 







changing of Internal Parts for 


Reversal of Hand ! 





¢ Aluminum or Brown finishes 


and 5 

Changes to right or left 
hand with a simple "twist 
of the wrist" 


tion ... 





S. PARKER HARDWARE MFG. CORP. 


Quality Hardware Since 1900 


27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2, N. Y 


Jobbers’ inquiries solicited. Territories open for agents 
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IMPROVED 
SP 


with 5 YEAR GUARANTEE 
Here's a truly UNIVERSAL 


Door Closer that requires no 


MEETS FEDERAL SPECIFICATIONS 


SPARTAN is ready to install as 
is, contractors make speed with 
its simplicity. 


SPARTAN owners and mainte- 
¢ Available in sizes: 2, 3, 4, nance men rely on its 5 Year 
Guarantee . . 
precision machining ... 
finest quality of Swedish steel 
. . . long uninterrupted life. 


Wide range of closing SPARTAN supplied and guaran- 
speeds. Door closers with teed by the largest and most 





NEW! 
ARTAN 











. rugged construc- 





a utility Knife with a 
Safety retractable blade 








(Pat. Pending) 









Blade fully ex- 





Hold—Open feature also responsible importers of Builders’ tended, locked ¢ 
available Hardware & Specialties in the in place. in 
LOG U. S.= Deliveries assured from 
or FREE cates complete warehouse stocks, Spare 
ast Heusiness per en line parts immediately available. 
a com ecia! 
parker = Nardwa hn 23 in 
of qual! ade to Meets every heavy duty demand yet 
hardware factory: COMPETITIVELY PRICED. 
our © 





Blade partially 
exposed, locked 
this cutting 
position. 


LOOK AT ALL YOUR CUSTOMERS 


Campers * Fishermen * Hobbyists * Carpenters 
Roofers * Artists * Manufacturers * Dentists 


Ask your jobber or write us today. 


Safe and conven- 
ient to carry ony- 
where. 


Blade completely 
retracted when 
finished cutting. 





PACKAGED TO SELL 
4 EXTRA BLADES IN 
HANDLE OF KNIFE 


Some territories open write: 


ANDERSON TOOL & MFG. CO. 





3424 No. Kostner Ave., Chicago 41, lilinois 
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any carpenter can install a TRUSCON Hollow Metal Door 
and Frame...in just 15 minutes... 


Installation is just the final chapter in the story of Truscon’s 
Series 50 and Series 57 Hollow Metal Doors. 

The story starts at the Truscon factory. Here, skilled engi- 
neers use highest quality steel in designing America’s finest 
building products— windows, casements, doors, metal lath, 
and other home building products. 

The real story is told by Truscon dealers and the 25 
Truscon Warehouses conveniently located from coast-to- 
coast who are able to supply builders and contractors these 
products with immediate delivery to keep schedules on time. 





Learn about Truscon’s facilities and abilities. Learn about 


Truscon’s available dealerships. Write today. 


3. NAIL TO STUD. Nail bottom anchors first. 4. SET DOOR IN PLACE. First, apply hinge 
Then, the rest. Recheck for trueness. leaves (no mortise to take time). Then, set door 
in frame. 


1. ASSEMBLE FRAME. Slip two jambs into header. 
Bend and clinch two terons ct each corner 














2. SET FRAME IN PLACE. Set frame in opening, 
plumb. Bend over stud anchors. 


+ 











: 
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5,INSERT HINGE PINS. Simply drop pins in 
leaves, tap down ~ 


7. INSTALL LOCKSET. No barrel hole to bore. 


6. INSTALL LATCH AND STRIKE. Simply screw 
No tedious measuring. You're done! 


to prepared holes. No mortising. 


= 


 estecusteneteentenetenetenstanntentenstenstonntenstenstonstomtemtemtentemten teeta te to 


REPUBLIC STEEL CORPORATION 
TRUSCON STFEL DIVISION 
DEPT. C-6124-BR 
1058 ALBERT STREET - YOUNGSTOWN 1, OHIO 
Please send the following Truscon literature: 
Truscon Hollow Metal Doors 
O Series 50—Residential and Small Buildings 
O) Series 57—All-purpose interior, exterior door 
O Truscon Building Fasdions 
©) Truscon Full-Time Warehouse Support 


REPUBLIC STEEL 


TRUSCON STEEL DIVISION 


Youngstown 1, Ohio 


NAMES you CAN BUILD ON Firm — ey ae a ee 


Address iicsephepseiigsips gehen diskette 
City SS 


| 

| 

| 

| 

| 

| 

| 

| 

| 

| Name—_— = wees a ee 
| ae 
| 

| 
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DEALERS TELL SUCCESS 


(begins on page 56) 





prefabs and the easy package financing 
available. He asserted that dealers face 
increased prefaber competition as the 
big aluminum companies step up their 
advertising on all-aluminum prefab 
homes. 

Dave Norcross, manager, product 
sales Timber Engineering concentrated 
on dealer-fabricated trusses and an- 
nounced a new truss merchandising kit 
for retailers. 

Dan Sedgwick, merchandising direc- 
tor, Douglas Fir Plywood Association, 
led off with a 1959 estimate on home 
building by regions prepared by Miami 
University. They showed the following: 


West 309,000 
N. Central 321,000 
South 403,000 
N. East 233,000 

Total 1,266,000 


Sedgwick also urged dealers to in- 
vestigate the potential in vacation cabin 
business, predicting 100,000 units for 
next year. He offered to send a mer- 
chandising crew directly to the yard of 
tne first 25 dealers requesting special 
help in setting up a home planning 
center and indicating an interest in a 
model home promotion 








Harold C. Mattlin, sales promotion 
manager, Andersen Corp., urged dealer 
support for components and cited their 
new Strutwall window as a example of 
company interest in the development. 
He said better house design and skilled 
window placement would add to the 
sales appeal of any home. The meetings 
ended with a presentation by Harry 
Walker, sales promotion manager, Cal- 
oric Appliances who offer a_ special 
sales package on builtin ovens and sur- 
face units to Lu-Re-Co dealers. 


Meeting Dates Announced 

National Plywood _ Distributors 
Assn. will hold a regional meeting, 
January 23, in New Orleans at the 
Roosevelt hotel. Three other regional 
meetings also are scheduled for early 
1959 in Chicago, New York and San 
Francisco. 

The association’s 17th annual con- 
vention will be held in Atlantic City, 
June 14-17, at the Traymore hotel. 
reports managing director Mahlon S. 
Munson. 


Buys Benjamin Electric 


Thomas Industries, Inc., Louisville, 
Ky., announces it will purchase sub- 
stantially all of the assets of Benjamin 
Electric Mfg. Co., Des Plaines, IIl., 
for an undisclosed amount consisting 
partly of preferred stock and partly of 





cash. Well-known in the fields of com- 
mercial and industrial lighting, Benja- 
min will operate as a division of 
Thoms Industries. 


NEW ASPB MEMBERS—lLooking over 
proofs of Arkansas Soft Pine Bureau's 
1959 advertising campaign at a meet- 
ing in Little Rock are representatives of 


three mills, which recently joined the 
45-year-old organization. Seated, left 
to right, they are: Horace Cabe, Gurdon 
Lumber Co., Gurdon; Joe Schroeder, 
Reynolds-Draper Lumber Co., El Dorado; 
and John E. Fox, W. S. Fox & Sons Lum- 
ber Co., Pine Bluff, with E. C. Gates 


(standing), Fordyce Lumber Co., Fordyce, 
chairman of ASPB. The bureau's adver- 
tising program ties in with the industry's 
national advertising campaign for wood 
products. 





PRODUCT BETTERMENT! 
0 New! Copper-Seal Finish 


Protection where the Eye 
Can't See! 


The applicator’s delight... 


Easy Installation! 


ALWAYS AHEAD OF THE FIELD! 
Today's GREATEST Improvement in the 
Aluminum Siding Field! 


44 NEW IMPROVEMENTS FOR ile 


@ New! Pre-Punched Nail Holes 








ai 









Saves on-the-job cutting. 
Saves Labor, Time and Costs. 


OC New! Weep-Holes 


Completely minimizes condensation. 








WEATHER-TIGHT 
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A FULL LINE OF SALES AIDES... 


AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “’PITCH-BOOK” 


DESIGNED TO SELL! 


WITH OR WITHOUT 
BACKER BOARD 





Available in a large variety of 
© New! Factory-Notched Ends BEAUTIFUL FIRE-BAKED COLORS 














at “y 





BLUE e GREEN e WHITE 
PINK e GRAY e BROWN 
YELLOW e DARK GREEN 
IVORY e« DARK GRAY 





IT’S IMPORTANT TO KEEP 
AHEAD OF THE FIELD! 


For a complete line of Aluminum 
Siding always ask for KOVER-LUMI! 
KOVER-LUM Vertical . Fulfills archi- 
tects’ latest designs. 
KOVER-LUM Embossed ... For strength. 
Excellent for hailstorm 


areas. 


KOVER-LUM Insulated . With weath- 
erboard attached . . . bond- 
ed into ONE piece ready 
to nail. 

KOVER-STONI . Genuine INDIVIDUAL 


pre-cast stones... Covers 


any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACE 
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‘“They’ve been making pick-ups three times 
a day since we started suggesting ““ScoTcH”’ 
Brand Masking Tape with every paint sale!” 
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Li'l Irvie 
says— 
YOU REMEMBER THE PRODUCT 
WHEN YOU 


KNOW ITS NAME! 


‘We end-print everything 

that comes out of our plant 

as a basic step in our merchandising program." 

CARL WALKER, General Sales Manager 

Simpson Redwood Company 

’ Arcata, California 

se-m 

Simpson Redwood Co. was among the first to end-print 

redwood, because company officials understood that a 

sound merchandising program had to be based on brand- 

name recognition. Simpson redwood is end-branded with 

Irvington end-printing equipment to assure a clear, sharp, 

and readable imprint. When you sell end-printed lumber, 

you sell a product that is backed by its maker's pride in 

his brand-name. You can re/y on the quality of end- 
printed lumber. 


Since 1907 


MACHINE WORKS 


1808 N. E. 7th Avenue, Portland 12, Oregon 
3 Colfax N. E., Grand Rapids 5, Michigan 
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Customers smile! | 


) 


You'll smile t 


REDWOOD 
sNOYO 


Making it easy for Dealers to 
handle Redwood profitably — 
that’s been the creed of Union 
Lumber Company for nearly three 
quarters of a century. 


@ CERTIFIED K.D. 
@ TREATED OR NATURAL 
@ SIDINGS 


@ MOULDINGS 


MIXED 
CAR 
SHIPMENTS 


Careful grading, 
efficient ship- 
ping, and Noyo 
famous quality 
all help to keep 
true, “Once a 
Noyo dealer... 
always’. 


SALES 
REPRESENTATIVES 
THROUGHOUT 

THE NATION 


TREE FARMERS AND 
MANUFACTURERS 


CALIFORNIA 


San Francisco Park Ridge, til, me . 
Los Angeles New York Pee 


Member California Redwood Association _ 
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The new G-P hardboard line has twenty types. Back- 
bone of the new line is its smooth-on-both-sides hardboard, 
known in industrial markets for several years as Coos Bay 
Hardboard. The expanded line includes tempered, perforated 
and factory-finished panels. Textured boards are ribbed and 
corrugated panels. Medium-density panels and underlayment 
will also be marketed by G-P. 


HIGH-STYLE EXHIBITS at 1958 NRLDA Exposition last month 
were a far cry from the static booths of a few years ago. 
Dealers got a world of ideas for store display of materials. 
One outstanding unit was the new 30’-wide Georgia-Pacific 
exhibit above. It depicts G-P’s hardboard, plywoods and lum- 
ber lines in striking 20” product circles with lighted panels 
describing product advantages. 
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NEW PRODUCT? Not exactly, but 
the comely cowgirl at far left 
greeted dealers on opening day 
and directed them to the Celotex ~ 
booth for drawing of a Western- 
styled barbecue grille. It was part 
of the Western theme at the 1958 
show. 

At near left is another reason 
why dealers came to the Exposi- 
tion. She's Miss Bilt Well, named 
after the millwork of the same 
name. 






















Dealers 





Rafter Notching Operation 
The DeWalt Imperial Radial Arm 
Woodworking Machine introduced a 
rafter notching operation for the first 
time to lumber dealers. Getting a first- 
proved models. hand demonstration at right is dealer 
On this and the following Robert Berkoski, M & B Lumber & Mate- 
pages are a few of the products rial Co., Valparaiso, Ind. Available 
which got dealer attention at the through distributors, the machine has a 
national show. Most of the pic- suggested retail price of $1,255. The 
; $s ” manufacturer also offers cooperative ad- 
tures were taken “on the spot 





Manufacturers used the fifth 
annual NRLDA Exposition to 
introduce many new and im- 








“gee Yt RG BOT vertising allowances. _ 
y your American Lumberman One DeWalt Imperial takes you be- 


yond the limited uses of a swing saw, 
table saw, rip saw, shaper and other sin- 
gle purpose equipment into unlimited 
shop flexibility, maker announces. One- 
minute change-over feature is said to 


(continued on page 78) 


staff. 

Watch for more Exposition 
product reports in your next 
A 
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SOUTHERN scrRtw co 


TAPPING 


| 
HEAD 
1 GROSS 


MADE IN 
U.S.A 


@ 


aan. A RUM. OUm,MLCUC(Ct RUM. 


profits 


are EZ to Co 


with SOUTHERN 
FASTENERS 


The line to stock in fasteners is Southern—the 
screws and bolts with all the requirements for 
fast turn-over: 
@ Dealer Profit 
@® Constant High Quality 
Fool-proof Packaging 
Consumer Popularity 
Unexcelled Service 
Broad Range of Finishes, Sizes 


If you, like your customers, appreciate the value 


extras built into U. S. A.-made Southern 
Fasteners, you'll sell the entire Southern line in 
today’s quality-conscious market 


| Write for our new Package Stock Guide, 


Address: Southern Screw Company, P. O. Box 
1360, Statesville, North Carolina. 


TAPPING SCREWS WOOD SCREWS STOVE BOLTS 

MACHINE SCREWS & NUTS WOOD DRIVE SCREWS 
CARRIAGE BOLTS 

WAREHOUSES: 

NEW YORK CHICAGO DALLAS LOS ANGELES 

SOLD THROUGH LEADING WHOLESALE DISTRIBUTORS 


SCREW COMPANY 


STATESVILLE © WORTH CAROLINA 


December 8, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 50 on Coupon, page 82 








NEW PRODUCTS 
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convert the DeWalt from a power cut- 
off saw to power rip saw to power dado 
machine to power shaper. The complete 
DeWalt line ranges from a 9” home 
workshop size to 36” timber cutter from 
4% hp to 10 hp. DeWalt Div.. American 
Machine & Foundry Co., Dept. AL, Lan- 
caster, Penna 
on Coupon, page 82 


Aluminum Siding in 10 Colors 


Introduced for the first time, Wepco 
Aluminum Siding with or without back- 
erboard in 10 colors won the attention 
of dealer C. A. Robbins, Alexandria 
Bidg. Center, Alexandria, La. Produced 
from rolled stock aluminum, the new 
siding meets FHA requirements and car- 
ries a 10-year guarantee on color. 

The siding will be available January | 
through distributors. Sales aids include 
a floor as well as a wall display and en 
velope stuffers. The manufacturer is of- 
fering lumber dealers a cooperative ad- 
vertising allowance of 2% of purchases 
Weather-Proof Co., Dept. AL, Litch- 
field, Ill 


Circle No. 202 on Coupon, page 82 


introduces Shadobord Pattern 

Dealer A. C. Mason (right), O'Malley 
Scottsdale (Ariz.) Lumber Co., and sec- 
retary G. R. Michaels, Arizona Retail 
Lumber & Builders’ Supply Assn., Phoe- 
nix, study small, repeated indentations 
in a new hardboard, which give a strik- 
ing shadow effect. Called Shadobord, 
the new product is ideal for application 
on ceilings and walls. The panels may be 
painted any color. 

Shadobord will be available through 
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distributors on Dec. 15 in both 4’ x 8’ 
and 4’ x 16’ panels and in two thicknesses 
of %” and %4”. It will offer a deal- 
er markup of approximately 45%. Hines 
Lumber Co., Dept. AL, 200 S. Michigan 
Ave., Chicago, III. 
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Irish Linen Pattern 

Irish Linen is the latest creation in 
Bolta-Wall vinyl wall covering. Intro- 
duced to lumber dealers for the first 
time at the NRLDA show, the versatile 
pattern is intended for overail applica- 
tion in homes, offices, stores and institu- 
tions. 

Selected colors from the latest deco- 
rator spectrum designed to fit any interi- 
or color scheme include gold, platinum, 
mint green, pastel citron, tawny beige, 
mocha, light green and grey. 

Irish Linen wall covering is available 
through the Building Materials Div., The 
General Tire & Rubber Co., Dept. AL, 
1708 Englewood Ave., Akron 9, Ohio. 
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Three Nails in One 

Dealer Stanley E. Wood, Kenova Box 
& Lumber Co., Kenova, W. Va., taps 
hammer on head of giant-size replica of 
manufacturer's %” Stormguard asphalt 
shingle nail with anchor shank. Serving 
three markets—roof deck, re-roofing and 
new roofs—the strong steel nails are hot- 
dipped twice in molten zinc. The anchor 
nail is produced with an extra large head 
to help prevent high winds from biowing 
up and damaging shingles on modern 
low-pitch roofs. 

Introduced at the NRLDA show were 
new yellow and red cartons for the 
Stormguard asphalt shingle nails, which 
are available in six sizes and in 50- 
pound bulk cartons as well as handy 
five-pound cartons. Dealer sales aids in- 
clude catalogs, samples, envelope stuf- 
fers and displays. W. H. Maze Co., Dept 
AL, Peru, Il. 
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Yardsmith Outdoor Power Tools 


A new line of Yardsmith outdoor pow 
er tools made by the manufacturer of 
Shopsmith was introduced to lumber 
dealers for the first time. Dealer W. D 
Schlafer, Schlafer Bldg. Supplies, New 
London, Wis., and Mrs. Schlafer were 
photographed while examining the new 
Yardsmith 24” riding mower. The line, 
which is now available, also includes 
walking mowers, tillers and attachments 
A Yardsmith convertible mower-tiller 
changes from ground-working to mow 
ing or back in five seconds, maker an 
nounces. 

Every Yardsmith outdoor power tool 
carries an unconditional damage or 
breakage warranty on the entire unit 
with the exception of maker-warranted 
engine and belts. Dealer sales aids in 
clude literature and store display mate 
rial. Yuba Power Products, Inc., Dept 
AL, 800 Evans St., Cincinnati 4, Ohio 
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Self-Service Packaging 


Dealer Sam Steger, Steger Lumber 
Co., Princeton, Ky., was photographed 
while studying Hager handy hardware 
packaged in plastic see-through skin 
pack. 

Now available to dealers are two new 
displays by Hager. One, a binned met 
chandiser, No. 140, contains 15 bins 
with hook hanging space on upright for 
eight additional product displays. In- 
cluded in the Hager 140 are four each 
of 23 items, or a total of 92. It has a list 
price of $29.36. 

The new Hager No. 139, a handy 


December 8, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





aS 























hardware rack complete with do-it-your- 
self hardware, displays and sells from 
both sides and occupies but 242 square 
feet of floor space. Hager Rack Package 
No. 139 includes complete rack and five 
each of 42 carded items. It has a list 
price of $64.20. 

C. Hager & Sons Hinge Mfg. Co., Dept 
AL, 139 Victor, St. Louis 4, Mo. 
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Nailing by Pushbutton 


Dealer Robert M. Baker (right), Bak- 
er Lumber & Supply Co., Dryden, N. Y., 
watches a demonstration of the Pneu- 
matic Spotnailer by manufacturer's rep- 
resentative Bob  Bansch.  Spotnailers 
drive fasteners up to 2” long—three per 
second—without operator fatigue, mak- 
er says. You can set up an on-the-spot 
production line on every job. Ideal for 
fastening trim, paneling, gypsum lath, 
sheathing, shingles, plywood roof, etc. 
Subfloors can be nailed in place with the 
Pneumatic Spotnailer as fast as you can 
carry material, it is said. 

Available direct from maker, Model 
LHL Spotnailer pictured above has a 
suggested retail price of $185. The man- 
ufacturer also produces a mallet drive 
plastic Spotnailer. Spotnails meet FHA 
standards for building with galvanized 
staples. Spotnails, Inc., Dept. AL, 1527 
Lyons, Evanston, Ill. 
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Polyethylene Roll Sheeting 


Dealer William Ransom, Kramer Bros 
Lumber Co., Frankfort, Ind., donned a 
boxing glove at Kordite Co. booth to pit 
his strength against that of the firm’s 
polyethylene sheeting. Although it was 
a smashing blow, the sheeting held firm 
against his punch. 

Dealers can now boost do-it-yourself 


sales with Kordite’s new display-and-dis- 
pense plan for its polyethylene roll 
sheeting packaged in a bright yellow and 
black, patented self-dispensing carton 
Top lid folds back to permit easy pull 
out of sheeting without removing roll 
from carton, which has a special cutting 
edge. Kordite also prints footage marker, 
thickness and width right on the sheeting 
itself at every foot. Offering dealers a 
33% markup, the sheeting has a retail 
price of 2¢ per square foot. Available 
through distributors, it is made in two 
colors, clear and black. 

Offered free to dealers is a special 
wire dispensing display rack worth 
$11.50, also consumer folders telling 
1001 uses. Rack displays wide assort 
ment of fast-selling rolls in five separate 
widths and three different thicknesses 
Kordite Co., Div. of Textron, Inc., Dept 
AL, Macedon, N. Y. 
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Clear Span Farm Buildings 
Dealer A. L. Booth, Hub City Supply 


Co., Archibald, La., Mrs. Booth and 
son study miniature model of a new 
line of Quik-Bilt clear span steel building 
frames, which provides the nucleus for 
every type of farm building. The Quik 
Bilt frames are a gable roof type, avail- 
able in five widths: 30’, 40’, 45’, 50’, 
and 60’ and three eave heights of 10’, 
12’, and 15’. Each clear span frame con 
sists of two columns and two rafters that 
bolt together to form a single frame. Side 
doors up to 16’ wide can be placed be 
tween the frames to assure easy access 
of all farm implements. 

You can combine Quik-Bilt frames 
with any standard building materials to 
fit the customer's needs and sell the 
building as a package, thereby enjoying 
a higher unit sale plus a full profit mar 
gin. The building frames are available to 
dealers on an exclusive franchise basis 
Engineered Products Div., Belson Mfg 
Co., Dept. AL, North Aurora, III. 
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Sheathing Holds Nails 


A new insulating sheathing for direct 
nailing of asbestos or wood siding shin- 
gles is called Strong-Wall. It is '2” 
thick, 4’x8’ or 9’, has square edges. It 
is asphalt-impregnated, treated for termite 
resistance. It is said to meet FHA re- 
quirements for direct application of as- 
bestos or wood siding shingles, as well 
as racking strength requirements of FHA. 
Nails used for nailing asbestos or wood 
shingles are .102” aluminum barb-shank 
nails, 134” long, with 5/32” head. 
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Strong-Wall will fit into the typical 
pricing pattern for insulating sheathing, 
Celotex officials say, permitting normal 
retail mark-ups. It is available now from 
distributors. It is packed six pieces per 
bundle, or on order, unbundled. Dealer 
sales aids include a builder's technical 
bulletin, announcement mailers, demon 
stration samples. Celotex Corp., Dept 
AL, Chicago 3, Il. 
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Color-Coordinated Sinks 


Dealer E. Bond Proctor (right), E. B 
Proctor Bldg. Materials, California, Mo., 
admires new Caloric color-coordinated 
sink shown to him by the manufacturer’s 
sales promotion manager Harry Walker 
Now in production and introduced for 
the first time at the show, the sinks are 
color-coordinated with Caloric built-in 
ranges. 

The Caloric color-coordinated sinks 
and built-in gas ranges can be supplied 
in pastel shades of yellow, pink, tur- 
quoise plus coppertone, black and white 
to match, contrast, or blend with any 
kitchen color scheme. 

Both single and double bow! sinks are 
available with front-overflow and anti- 
splash rail, ledge-type construction with 
easy-cleaning contours, plus ample water 
supply capacity. Three or four hole fau- 
cet outlets are available. 

The drop-in top burners of the Caloric 
built-in gas range are available with two 
or four burners and any combination 
may be installed to provide greater cook- 
ing capacity and flexibility in the kitchen 
arrangement. 

A special deal is offered by manu- 
facturer on six built-in units for Lu-Re- 
Co dealers only. Caloric Appliance 
Corp., Dept. AL, Jenkintown, Penna 
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B POOF HARDWARE 
Tena ee A TEETH 
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ed 


Bifold Door Hardware 


New Bifold door hardware counter 
display is examined by dealer William B. 
Dreyer, Crow Lumber Co., Norwalk, 
Ohio. With each original order for 10 or 
more sets of McKinney Bifold hardware, 
one demonstrator (counter model) let- 
tered with selling copy is furnished to 
the dealer free of charge. 

Bifold door hardware is especially 
designed for application on closets, in 
passages, as room dividers, on %4” to 
1%” thick doors. Easy to install, doors 
lift on, doors lift off. All gaps between 
doors are completely eliminated. The 
pivot brackets are spring loaded and 
nylon bushed for long life and ease of 
operation. 

All sets packed one set in a box, 10 
sets in a carton. Single set price for four- 
door sets is $7.70 each; single set price 
for two-door sets is $4.25 each. McKin- 
ney Mfg. Co., Dept. AL, 1715 Liver- 
pool St., Pittsburgh 33, Penna. 
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Plastic Drawers for Cabinets 


Vacuum formed of high-impact poly- 
styrene in neutral buff color, a new 
plastic drawer with smooth, no-snag sur- 
face and rounded corners to make clean- 
ing a pleasure, is shown for the first 
time to dealers D. W. Lewis (left), D. 
W. Lewis Lumber Co., Crothersville, 
Ind., and Gerb Keegstra (right), Cutler- 
ville Lumber Co., Grand Rapids, Mich., 
by manufacturer’s representative Robert 
Hoskins. 

Ideal for kitchens, bedrooms, ward- 
robes, bathrooms, schools or offices, the 
drawers are available through distribu- 
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tors in 20 sizes to fit almost any require- 
ment. Supported by metal sliding on 
nylon, action is smooth and quiet. Ver- 
satile in regard to the style of drawer 
face construction desired, drawers may 
be used with lip, flush or inset doors. 
Fronts to match cabinets are easily at- 
tached. 

An effective selling tool available to 
dealers is a mounted, working model. 
Colorful card attracts customer and 
points up advantages. Washington Steel 
Products, Inc., Dept. AL, 1940 E. 11th 
St., Tacoma 1, Wash. 
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Safe-Bond Contact Cement 


Called Formica Safe-Bond, a new con- 
tact adhesive is studied by three Mon- 
tana dealers, left to right: Arden Olsen, 
Builders Center, Flaxville; Hubert 
White, Neifert-White Lumber’ Co., 
Townsend, and Milton Sethre, Farmers 
Lumber Co., Wolf Point. 

A water-base adhesive, which is com- 
pletely safe and convenient to work with, 
Safe-bond can be brushed, sprayed or 
rolled on plastic laminates, plywood, par- 
ticle boards, plaster, plasterboard, hard- 
board and a wide variety of other materi- 
als, maker says. 

Safe-Bond has a spread-rate of 300- 
320 square feet per gallon, enough to 
apply 150-160 square feet of decorative 
laminate, it is said. A milky-white sub- 
stance when applied, Safe-Bond changes 
color when dry enough for bonding. It is 
available through distributors. Dealer 
sales aids include literature and a pro- 
motion adhesive rack. Formica Corp. 
Dept. AL, 4614 Spring Grove Ave., Cin- 
cinnati 32, Ohio. 
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Two-Way Panel Saw Improved 


Two Baldwin, Mich., dealers (left to 
right) Gordon C. Allison, Baldwin Lum- 
ber Co., and Archie L. Brott, Brott 


Lumber Co., study demonstration of the 
Bennett two-way improved panel saw by 
manufacturer’s representative Wayne Er- 
vine. The panel saw is designed for quick, 
easy, accurate, one-man sawing across 
the width and/or ripping the length of 
wide panels of plywood, fibreboard, 
hardboard, tileboard and plastic lam- 
inates. 

Available as a complete unit, includ- 
ing a 2 hp Black & Decker motor, it 
is offered at $337. f.o.b. factory. New 
wheels are now available for the unit, 
which makes it entirely portable for 
various jobs in the yard. The Richard 
C. Bennett Mfg. Co., Dept. AL, Lacey- 
ville, Penna. 
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Patio-Rama Sliding Glass Door 


Albert S. Miller (left), Daryl Products 
Corp., describes a new economy line 
sliding glass door, called Patio-rama, to 
distributor Jerry Bernstein, General 
Building Supplies, Gary, Ind. 

Specifically designed and produced 
for the mass volume home builder, Patio- 
rama is available in three models: stand- 
ard two-door unit, standard three-door 
unit and standard four-door unit. The 
standard two-door unit consists of a 
stationary panel and a sliding panel; the 
standard three-door unit consists of two 
stationary panels and one sliding panel. 
The standard four-door unit consists of 
two stationary and two sliding panels. 

Other features of Patio-rama include: 
tubular locking stile, wool pile weather- 
stripped jamb at leading edge; adjustable 
bottom nylon roller; deep jamb with 
exclusive new adjustment feature; deco- 
rative functional handle, gold anodized 
tubular grip, key lock included. Patio- 
rama’s 6’8'2” high door kd for single 
glazing, pictured above, has a list price 
of $76.77. Minimum investment for deal- 
er is about $300-$500. The new door 
is available nationally, glazed or not 
Daryl Products Corp., Dept. AL, 7240 
Northeast 4th Ave., Miami, Fla. 
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American 


Lumberman 


Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates 


1 Time —30c per word for each insertion 
Minimum charge of $1.50 per line 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub 
lisher’s office 14 days preceding date of pub 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al 
lowed. Replies forwarded without additiona 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to 
AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill 
Phone: Fi 6-7788 








HELP WANTED 








WANTED: Retail Lumber Yard Manager. 

Also, assistant manager for Oregon County 

Seat town. Do not reply unless you are ex- 
rienced and have a clear record. Address 
ox E-53 American Lumberman, Inc. 


Manager for specialty division, kitchen cabi- 
nets, etc., of large lumber company—North- 
ern Illinois. Please state your qualifications, 
references, salary expected in letter using 
your own handwriting. Addrss Box F-28 
American Lumberman, Inc. 


Due to sudden death of our young, able 
SALES MANAGER we seek aggressive, ex- 
perienced replacement. Must be under 45 
Progressive, long-established, financially 
strong retail yard in industrial, prosperous, 
growing mid-west city of 150,000. Average 
annual sales 400 M to 500 M. Young sales or- 
ganization to build on. No duties other than 
personal sales and sales management, but 
must be resourcefully able to direct pro- 
ductive advertising and merchandising and 
experienced in getting monthly payment re- 
pair and modernizing sales, also contractor 
business. This is an outstanding, important 
position with leading retailer. Be op- 
portunity for future reward. $7,200.00 to start 
for qualified man plus liberal profit-sharing 
after first year if your results prove you can 
some day be the over-all boss. Will make 
favorable deal on moving expense. Do not 
reply unless you can convince us you are 
making good in similar job now, but want 
a bigger, permanent opportunity. No family 
employees to slow or prevent your future 
growth and rewards. Write us fully about 
your experience, present position, qualifica- 
tion for this particular position, and submit 
photograph. Can arrange interview in your 
own city. Your reply confidential. Write 
Box F-41, American Lumberman, Inc 


Purchasing Agent 
Energetic young man who knows his way 
around the lumber industry to locate in 
Omaha with progressive concentration yard 

Builders Supply Co 

4039 So. 72nd St. 

Omaha, Nebraska 





SITUATIONS WANTED 








Assistant Manager, experienced in lumber, 
Building Material, ardware, Electrical, 
Plumbing, Drafting, Estimating and Book- 
keeping, desires to relocate. Write Box F-30 
American Lumberman, Inc. 


Bookkeeper—familiar lumber terms, middle 
age, self-employed for some time. Like dis- 
tribution yard, wholesale or some manufac- 
turing. Consider other. Address Box F-22 
American Lumberman, Inc. 


BUSINESS OPPORTUNITY 














Well rated Indiana Wholesaler interested in 

inancing your a ne ogy split Fag 
pare Se on ress Box F- 
25 Ameriean lemibermen, Inc. 


SALES REPRESENTATIVE 
WANTED 











Manufacturer’s Representatives wanted for 
nationally known manufacturer of high 
kr precision-built, standard aluminum 
iding doors and stationary panels for sin- 
gle and es glass installations. A num- 
ber of profitable territories open. Please 
give full information and area covered in 
your first letter. Write Box F-31 American 
Lumberman, Inc. 


MANUFACTURER'S AGENTS 


meet me at the BUILDERS’ CONVEN- 
TION! We produce an excellent line of com- 
petitively priced vinyl folding doors. Some 
good territories waiting to be sold. Let's talk 
it over at the NAHB Convention in January 
My booth is 970-971 in the Coliseum! Ask for 
Bernie Ein, American Door Company, South 
Bend, Indiana 





LUMBER & DIMENSION 
WANTED 











High quality KD fir, pine bed slats in car- 
load lots. Reply best FOB prices. Box F-40, 
American Lumberman, Inc 





RAILS WANTED 








RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y. 
5 Lake Street, Reno, Nevada 





MACHINERY WANTED 











Used End Matcher Wanted. Write Box F-39, 
American Lumberman, Inc 





BUSINESS FOR SALE 








LUMBER YARD FOR SALE 
Good yard in Eastern Washington (Columbia 
Basin). A rich growing community. Town 
11,000. New fireproof building. Fork lift 
operation. Land 180 x 200 ft. Building 
50 x 120 ft. $30,000 plus inventory. Address 
Box F-34 American Lumberman, Inc 





RAILS FOR SALE 











New and reconditioned relaying rails, al) 
weights, for dry kilns and other purposes 
MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va 





MACHINERY FOR SALE 








ROSS STRADDLE CARRIER 
Model 70 - 5 ton, good condition 


BURROUGHS MOON HOPKINS 
for making estimates and invoices 
Chicago, I) 


Bishop Lbr., 2315 Elston Ave., 


FOR SALE 
Ross Straddle Carriers, cheap 
6000#% Clark Forklift 
Diamond “T” 6x6 truck with or without 
4-roller lumber body 
Kaplan Cemuber Company 
Bt Charles, Missouri 





BOOKS FOR SALE 














| MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





NEOPRENE STRIPPING, 136” round with 
fastening lip 14%” Navy surplus material, 
ideal as dock bumper, garage door weather- 
strip, etc. 25 ft. coils @ 15¢ per ft. Dealer 
disc. By gy et A. oe come & Informa- 
tion: STARLINE 317 Glasgow 
Ave., Inglewood, FE iont a. 
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HOW TO PLAN A HOUSE 
J. Ralph Dalzell and Gilbert Townsend. .$6.95 


Contains all the basic and authoritative in- 
formation necessary to pienniee a house, 
shows your draftsmen and builders practical 
ways to work out the features new home 
prospects want in their “dreamhouse.” 584 
pages, over 400 illustrations and tables. 


Notice—no orders accepted unless accom- 
panied by payment. 


AMERICAN LUMBERMAN, INC. 
E. Monroe St., Chicago 3, Ill. 





BOOKS ON 
CONSTRUCTION 
PLANNING and 

DESIGNING 


BLUEPRINT READING. By Dalzell, Mc- 
Kinney and Ritow. A practical book of 
self-instruction on blueprint reading. The 
popular question and answer method is 
utilized and two sets of plans are in- 
cluded. Price $1.75. 


CARPENTRY. By Townsend. A practical 
treatise on simple building construction, 
including framing, roof construction, gen- 
eral carpentry work, exterior and interior 
finish of buildings, building forms and 
working drawings. An outstanding book 
Price $2.50. 


CYCLOPEDIA OF BUILDING TERMS. 64 
pages of definitions, illustrations, charts 
and tables to assist lumber and building 
material dealers in the operation of their 
business. Manual on Fundamentals of 
light construction and building materials 
for lumber dealers. Excellent presenta- 
tion. Price 50c. 


AMERICAN LUMBERMAN, INC. 
59 E. MONROE ST., CHICAGO 33, ILL 


ADVERTIS 


SERS’ 


INDEX 





Abitibi Corporation 
Acme Quality Paints, Inc 
Acme Steel Co 

Allied Chemical, 

Barrett Division 
American Screen Products Co 
American Steel & Wire, 

Div. of U. S. Steel ... 
Anderson Tool & Mfg. Co 
Appalachian Hardwoods 
Arvey Corporation 


Barrett Division, 
Allied Chemical 
Bestwall Certain-teed Sales Corp 
Bestwall Gypsum Co. 
Burroughs Corporation 


Cherry River Boom & Lbr. Co 
Chevrolet Div. of General Moiors 
Colorado Fuel and Iron Corp., The 
Columbia-Geneva Steel Div 
Continental Can Co., 
Conolite Div. . 4 
Cycione Fence Dept., Amer. Steel & Wire Div., 
United States Steel 66-67 
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General Bronze Corp 
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International Salt Co., Inc 
Irvington Machine Works 


Keystone Steel & Wire Co 
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Lowe Brothers Co., The 
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Macklanburg-Duncan Co 
Mall Tool Co., 

Div. of Remington Arms Co., Inc 
Martin-Senour Co., The 
Masonite Corporation 
Menominee Indian Mills . 
Minnesota Mining & Mfg. Co 


National Lock Co., 
Medalist Hardware Div 
Nova Sales Co., 
Sub. of Homasote Co 


Orangeburg Mfg. Co., Inc 


Parker Hardware Mfg. Corp., S 
Pittsburgh Plate Glass Co 
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Red Devil Tools 

Remington Arms Co., Inc 
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Truscon Steel Div 

Reynolds Metals Co ; 

Rogers Paint Products, Inc 


Safe Padlock & Hardware Co 
Sherwin-Williams Co., The 
Silcrest Co., The 

Simpson Redwood Co 
Smith & Son, Inc., Seymour 
Southern Pine Assn 
Southern Screw Co 


Tarter, Webster & Johnson, Inc 
Tennessee Coal & Iron Div 
Trinity White Cement 
Truscon Steel Div., 

Republic Steel Corp 
Turnbuckles, Inc 


Union Lbr. Co. : 

U. S. Aluminum Siding Corp 
U. S. Plywood Corp 

U. S. Steel Corp ’ 

U. S. Steel Export Co 


Western Pine Assn 
Weyerhaeuser Sales Co 
W. M. Products Co 
Wood-Mosaic Corp 
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FROM 


Management Workshop-In-Print 












first of two editorials 


This is an excellent check list of present management 
proficiency. Give yourself one point for every policy that 


is currently operative in your business. All comments are 


dealer quotes. 
] Giving salesman an incentive for increased production. 


Providing eight ways to pay at Blanks. 


Compensatory Pricing increased our net profit by four 
points. 

Costing every ticket paid for itself in two ways— 
through billing errors to our disadvantage which were 
caught and finding gross profit weaknesses that could 
be corrected by compensatory pricing. 

Establishing a Home Planning and Improvement Center. 


Copying Sears Roebuck’s building material merchandis- 
ing methods. 


ee 


Establishing a one-stop consumer service with one 

salesman handling everything for the individual cus- 

tomer. 

Appropriating 344% of my consumer sales budget for 

advertising. 

Regularly scheduled employe training meetings. 

Insisting on complete information as to what, where, 

when, how much and how pay before even quoting a 

price. 

Sell for and manage local contractors who are good 

workmen but poor managers. 

(] Teaching employes the meaning of profits and _ profit 
sharing. 


Piece pricing for small sales—higher mark-up. 
Developing better employe attitudes—toward custo- 
mers, sales and profits. 


Emphasis on well advertised brand names. 


Now! The Best of Art Hood’s Workshops 
in Your American Lumberman! 


Thousands of dealers have profited from the 83 Art Hood 
management workshops. Without doubt they have been the 
most constructive force in management training available to 
dealers—bar none. 

Now, the best of Art Hood will appear regularly in the 
pages of A.L. Here are the principles and methods which suc- 
cessful dealers have used to control the sale and make more 


money. 
We know this Workshop-in-Print will make your magazine 
better than ever. 


—tThe Editors. 








The 100 Most Profitable Ideas From 83 Workshops 


Increased mark-up on slow turnover items. 
Replaced highly competitive contractor business with 
end-use package sales. 

Tying wage increases to sales per employe figures 
Having purchasing department hunt for bargains 
Sales manage selling-type contractors—provide leads 
Featuring self-service and self-selection. 

Frequent contractor educational meetings. 

Keeping employes advised of our current problems. 
Reducing prices when customers don’t want regular 
service. 

Extra push on higher profit products and items. 

Using supply of building lots to close sales. 

Establishing contractor policies to fit the individual 
contractor. 

Watching turnover carefully. 

Loading up competitors with low priced volume, then 
concentrating on closing more of the less competitive 
business. 

Getting higher margins on counter trade 

Conducting a building program during our slow months 
Using every possible method of controlling the sale. 
Special mark-ups on yard-cut plywood and lumber. 
Making the home-maker of the community realize that 
we are interested in serving her. 

Seek out new items that bring extra profits. 

Promote the profitable items our competitors are over- 
looking. 

Developing organization pride that we have the hardest 
working and hardest selling crew in the business. 
Developing component parts in the yard. 

Selling quality harder. 

Making a certain nuniber of property surveys—town 
and farm every week. 


| Accepting responsibility for construction labor and 


getting paid for it. 

Advertising ‘we will pay your labor for you’. 

We sell all our extra qualities and services before we 
discuss price. 


] We have widened the area in which we seek profitable 


consumer business. 

Hire retired carpenters to do small jobs. 

Add counter items to increase consumer traffic. 

We use incentives to keep our people busy, interested 
and on their toes. 


Second installment with 50 additional policies in our Jan. 
Sth issue. 
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“O.K. SO DARYL'S COME OUT 
WITH A NEW SLIDING GLASS 
DOOR. SO WHAT?” 


SO JUST THIS, MR. TUFFSELL THE NEW 


mene 


IS THE ONE UNIT DESIGNED 
AND PRICED FOR THE MASS 


_ BUILDER AND . 


“O.K. CUT THE SALES 
TALK. SHOW ME! 1 WANT 
FACTS!” 


YOU WANT FACTS? FINE! 
JUST MAIL COUPON. 


BY THE 
MANUFACTURERS 


‘Patio Magic 


ALUMINUM SLIDING 
GLASS DOORS 








O.K. You've got me interested. Al 


Daryl Products Corp. 
7240N.E. 4th Avenue Miami, Florida 


Please forward full information and free 
Sales Packet on Patio-rama. 


DARYL 
PRODUCTS 
CORP. 


‘240 NE 4th AVE 
MiAM! FLORIDA 


TO RAN ee 
| ao 
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NEW PRODUCTS 
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Introduces Winn-Maid Line 


Called Winn-Maid, a new line of kitchen cabinets is avail- 
able in a wide assortment of types and sizes. Drawer and door 
fronts are surfaced with the durable and maintenance-free 
Nevamar high-pressure laminates in a warm Mocha Walnut 
woodgrained reproduction. A superior finish, using multicolor 
paint, is used for the interiors of the Winn-Maid cabinets, 
gracefully complementing the exterior surfaces. 

This new low-cost line of kitchen cabinets is designed espe- 
cially to meet builder specifications. Available through distrib- 
utors, it ranges about 35% less in price than the standard 
Nevamar Carefree Kitchen line. Nevamar Carefree Kitchens, 
Dept. AL, Odenton, Md. 


Circle No. 218 on Coupon, page 82 


Self-Aligning Drawer Slide 


A new nylon-roller drawer slide by Amerock is self-aligning 
to reduce installation time for the cabinetmaker. It also pro- 
vides for easy insertion and removal of drawer. Formed lips of 
drawer tracks fit along underside of drawer to eliminate meas- 
uring and leveling. Cabinet tracks mount on bottom rail flush 
with drawer opening. Each slide fastens with only four screws. 
Slotted screw holes in cabinet tracks permit easy adjustment 
For easy insertion and removal, drawer tracks project 1%” be- 
hind back of drawer. Standard lengths are 18”, 20”, 22” and 
24”. Slotted holes at 2” intervals make it easy to cut “egal 
ware to desired length, providing range of sizes from 162” 
24”. 

Retail value of one pair per carton is about $2.20, depending 
upon length of drawer. Also available 10 pair per case or in 
bulk pack of 100 to’ 500 pairs or more from your Amerock 
wholesaler. Amerock Corp., Dept. AL, Rockford; Ill. 


Circle No. 219 on Coupon, page 82 


(For more new products introduced at the NRLDA Show, 


see the next issue). 
: Che 
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One of a series ee . from Abitibi Pl ase Sé nd Tle de tarle d L? format 
Abitibi products can enhance my by 
Architect Builder Distributor 


The of 


~ PLATEBOARD 


THE IMPROVED HARDBOARD 


SEND IN THIS COUPON TODAY 


hm As as ame le ee es ee 


a ee es ee 


I TPIT CBRE SRC FASTER ITT T SE 






+ 
* 


Better building products through 





research in wood chemistry 






Only Abitibi offers five patterns 
in two wood-grain finishes! 









Abitibi offers $2S hardboard 
at no extra cost! 











The multi-miilion dollar Abitibi plant at Alpena, 
Michigan . . . where Abitibi alertness to market needs is teamed 
with automated quality contro! to create the important 

new advances in Piateboard and insulation Board products. 

All available in mixed shipments . . . for economical, fast delivery. 
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as advertised in Better Homes & Gardens, House Beautiful, and American Home, 
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starting in September 


sales-building new idea in prefinished wood paneling by Weldwood 


Here is a new answer to what vour home 


building—and home improving— customers 
want. It's Weldwood Samara 


shades that offer harmonious built-in color 


paneling in 


schemes for any room in the house, 
The texture, durability, and easy main- 
tenance of real wood paneling with a dif- 
ference your customers can actually feel 
Weldwood’s exclusive fine furniture finish. 
All this, plus the extra sales advantage 
of beautiful these are 


decorator colors 


some of the features working for you when 
you displ iv Weldwood color-styled Samara. 
Price is another—only $15 per 4 x 8’ 
panel, retail, puts color-stvyled Samara within 
the reach of just about all your customers. 


And you sell it 
each panel is guaranteed for the life of the 


with confidence, because 


building in which it’s installed. 

Why not put the profit-pac ked Weldwood 
line of fine wood paneling to work in your 
salesroom? Mail the coupon today. 
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HERE'S YOUR PROFIT OPPORTUNITY 


United States Plywood Corporation Al-12-8-58 
55 West 44th St., New York 36, N. Y. 


Address 


th, WELDWOOD® WOOD PANELING on 


Products of United States Plywood Corporation * 114 branch showrooms in the United States 





